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PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98, LONG ACRE, 
, W.C.2. ALL*ROUND VALUE AND A SQUARE GUARANTEE FOR A STRAIGHT LINE 
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LETTERS 


TO THE EDITOR 


Edinburgh’s ‘No’ 
To Bus Ads. 


Edinburgh’s Civic Amenities 
Committee have rejected by nine 
votes to seven a proposal to per- 
mit advertising on trams and 
buses in their city. 

Mr. M. Little, transport 
»manager, said even a scheme 
‘limited to the upper saloons of 
“the vehicles would probably bring 
‘in £15,000 a year. : 
’ Cr. R. McLaughlin felt that if 
‘advertising were permitted on 
‘their trams and buses it “would 
‘lower the whole tone of the city.” 


i Dublin Agency’s 
Big Year 
Bonuses were presented to all 
‘members of the s at 
-O’Kennedy-Brindley, Ltd., Dub- 
lin, at the agency’s annual staff 
dinner in celebration of the 
biggest year in the firm’s history. 
Mr. Brian D,. O’Kennedy, manag- 
ing director, said they had reason 
‘to be proud of their achieve- 
ments. Advertising, was now 
recognised as one of the most 
important factors in the promo- 
tion of business. Plans for ex- 
pansion of the agency only 
awaited additional accommoda- 
tion to house the staff. 


‘Le Figaro’ 

We are asked to bring to the 
attention of advertisers interested 
in the French market the fact, 
that the translation in our recent 
French Supplement of Le Figaro’s 
announcement, on page 23, in 
respect of “Average daily net 
sales” should have read “average 
number of copies printed daily.” 
“L’officiel de l’Office de Justifica- 
tion de la Diffusion” (the French 
equivalent of our A.B.C.) quotes 
Le Figaro’s net sales average for 
April 1950 as 353,393 copies. 


Publishers ‘Folly’ In Allowing 
Contract Cancellations At Will 


Sirn,—Why should space con- 
tracts in publications be entirely 
one-sided? 

You frequently publish com- 
plaints from advertisers and 
advertising agents that they have 
been unable ¢o obtain space on 
which they had counted, but I 
do not recall ever reading in your 
pages a complaint from a pub- 
lisher against the unilateral can- 
cellation of a contract by an 
advertiser or his agent. Yet that 
complaint would be as justifiable 
as the one which is so often 
given prominence. 

In any trade except publishing 
a contract is a contract, binding 
upon both parties, either of 
which may demand its specific 
performance. Publishers in their 
folly have allowed advertisers the 
unreasonable privilege of cancell- 
ing their contracts at will, with- 
out the slightest consideration for 
the publication concerned. It is, 
I suggest, past high time for the 
abolition of this inequitable and 
unbusinesslike procedure. 

If an advertiser obtains a firm 
booking for a tertain number of 
insertions |of a given size, he 
should, if he fulfils the conditions 
specified, be entitled to expect 
that the space will be made avail- 
able to him; but equally, he 
should understand that he may 
not discontinue the advertising 
Part way through the series, since 
that is damaging to the publica- 
tion in several ways. 

There may not have been 
enough of the advertising to give 
the paper a fair opportunity of 
proving its selling-power; yet if 
he is allowed to cancel prema- 
turely, the advertiser may there- 
after consider and tell his friends 
and acquaintances, that the paper 
is a poor medium, when in fact 
it has had less than a fair deal. 

Secondly, acceptance of the 
initial booking may have caused 
the publication to decline other 
business then or later, some of 
which would have been of a 
more permanent character, but 
which can probably not be re- 


covered if the original reserva- 
tion is suddenly discontinued. 

Thirdly, if advertisers knew 
that they must fulfil their con- 
tracts, they would take greater 
care to satisfy themselves 
thoroughly about the medium 
and its special] market, and that 
would be advantageous alike to 
advertising and to the best pub- 
lishers. 

In my lengthy experience it is 
almost invariably the advertising 
agent, not the advertising 
manager of a manufacturer, who 
changes his mind and wants to 
cancel a contract, perhaps after 
even one insertion; and on a 
number of occasions this has 
been suggested by an agent when 
the manufacturer himself has 
later told me that he had never 
thought of discontinuing the 
publicity. Is that fair play for 
the publisher? 

Publishers might protect them- 
selves against such unreasonable 
practices by declining to accept 
contract forms entitling one 
party to the unilateral right to 
cancel. That is inequitable. 
NEWSPAPER PROPRIETOR. 

(Name and address supplied). 


An Indian View On 
Free Editorial 


Sik,-—It is high time that letter 
published by “Publisher” in your 
issue dated March 15 engages 
the attention of Agencies in India 
too. We publishers in India 
stand to lose much business on 
account of refusal to publish 
such “puffs” free of cost. 

Some agencies send write-up on 
sales manager proceeding to 
U.S.A. for research or a son’s 
wedding and some publications 
publish such write-ups in antici- 
pation of business. The fate of 
those who refuse to do so can 
easily be imagined. 

AD. MANAGER, 
A South Indian Publication. 
(Name and address supplied). 
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‘Windows Are 
Over-Dressed’ 


Too often shop windows, par- 
ticularly fashion windows, are 
overdressed, contended Miss 
Browne, publicity manager, Bon 
Marche Ltd., speaking to the 
North-West Area branch of the 
British Display Association. 

“Granted they may attract the 
passer-by to begin with,” she 
said, “but when her eye has 
travelled up with the cotton wool 
clouds, down with the artificial 
rain, round several dizzy circles 
of giant sun flowers, her interest 
is definitely waning by the time 
she eventually catches sight of 
some pathetic and often crumpled 
little garments peeping apolo- 
getically from the back of the 
window.” 


COLOUR PRINTING 
ON METAL 

The Metal Box Company held 
an exhibition of pictures at the 
Grand Hotel, Manchester, re- 
cently. The exhibition was the 
second of its kind and sought to 
show a Varied collection of pic- 
tures in many types of media, all 
suitable for reproduction within 
the company’s own range of pro- 
ducts. 

The collection included pictures 
by members of Metal Box’s own 
art studios, and a few by well- 
known artists. Also on display 
were a selection of black and 
white photographs and a whole 
section devoted entirely to direct 
colour photography—a product 
of the company’s colour photo- 
graphic studios at Totteridge. 

Other exhibits showed the pro- 
gressive stages of colour printing 
on metal and the application of 
works of art as decoration for 
packages and _ advertising 
material. 
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Absorbed... 


To more than 148,000 educated and intelligent people. keeping 
informed on world affairs means keeping up with the contents of 
“The Listener.” This is of two-fold importance to the advertiser. 
First, this authoritative and well-trusted B.B.C. publication is read 
with great care and thought. Second, it is read by responsible and 
cultivated men and women—by those who choose good things for 


themselves and good things for other people. 


The Listener 


Member of the Audit Bureau of Circulations 


For readers who think, thinkers who read 


All enquiries to: Head of Advertisement Department, B.B.C. Publications. Broadcasting House. Por.laid Place, London. W.1 
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LET’S BE 


BUSINESSLIKE 
ABOUT 
BEAUTY 


Woman and Beauty... two words embracing a 
multitude of feminine interests. WOMAN AND BEAUTY 
+ ..one advertising medium through which you reach 
them all. Buyers of fashion houses, stores and whole- 
sale businesses rely on WOMAN AND BEAUTY, as a 
guide to the fastest selling merchandise. It is read 
by the smarter woman, married or single—whatever 
her age, whatever her income group. It is read 
in the sales-promoting atmosphere of the home. 


An A.P. PUBLICATION - PAGE RATE £150 - PRICE 13 MONTHLY 


A. W. BURNETT, ADVERTISEMENT DIRECTOR, THE AMALGAMATED PRESS LTD, THE FLEETWAY HOUSF, LONDON, E.C.4 
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Penny papers pass into history. and 


‘TWOPENCE IN JULY IS FORECAST 


Ad. Space May Be Reduced | 


The popular national newspapers which are now to cost 1}d. 


may be forced to raise their prices again to 2d. by July, if the | 
expected rise in newsprint cost continues. 
announce this week-end an increase in price to 2}d. Some | 


papers have already decided 
to reduce the amount of adver- 
tising they carry. 

W. E. Tomlin, News Chronicle 
advertisement director, states 
that, for the time being, it has 
been decided as from next Mon- 
day to carry 12 columns of ad- 
vertising, as against 154 at 
present. 

Roy Clark, advertisement 
director, The Star, which is also 
reducing its advertisement con- 
tent, said the intention is to inter- 
fere with advertisers’ schedules 
as little as possible, and there will 
be no reduction in Maximum 
sizes. 

The Evening News Stated on 
Monday: “Some sacrifice in ad- 
vertisement space will be made. 

A drop in circulation is :on- 
sidered inevitable by most 
journals. 

A spokesman of the National 
Newsagents’ Federation estimated 
that it would be as much as six 
per cent but was confident that 
would last only about a month 
before returning to present 
figures. In the meantime, he 
said, a man who took two or three 
papers might drop one of them. 

He based his belief in a further 
price rise to 2d. on the estimated 
increase of newsprint to £70 per 
ton by July. By the end of the 
year it might go up to £90. In 
his opinion publishers would be 
justified in charging 2d. per copy 
now. 

Stating that newsagents had 
been “carrying” Id. papers since 
1918 in spite of enormously in- 
creased overheads, he deprecated 
the fact that the Newspaper Pro- 
prietors’ Association was not pre- 
pared to grant a pro rata increase 
In newsagents’ commission on 
sales although many provincial 
papers had, he said, given more 
than a pro rata increase. 

Bernard Alton, secretary, 


Newspaper Proprietors Associa- | 


tion, told ADVERTISER'S WEEKLY 
that the increase to newsagents 
would be 374 per cent. He 
claimed, however, that news- 
agents’ revenue had gone up very 
greatly since the war owing to the 
huge increase in newspaper circu- 
lations. 

Despite fears of a drop in cir- 

@ Continued on page 198 


2d. Evenings 
In Provinces 


A landslide in newspaper sell- 
ing prices is now taking place in 
the provinces, following the lead 
of the “nationals.” 

Kemsley papers to be increased 
from 14d. to 2d. next Monday 
are the Aberdeen Press and 
Journal, Manchester Evening 
Chronicle, Newcastle Evening 
Chronicle, Sheffield Star, Middles- 
brough Evening Gazette, Black- 
burn Northern Telegraph, York- 
shire Evening Press, Aberdeen 
Evening Express. 

Many Northcliffe Newspapers 
Group evening papers will 
shortly be increased from 14d. to 
2d. but no date is yet announced. 

In the Westminster Press Pro- 
vincial Group, the Birmingham 
Gazette will go from Id. to 14d. 
on May 7, the Birmingham Sun- 
day Mercury from 2d. to 3d. on 
May 6, and the Birmingham 
Evening Dispatch from 14d. to 
2d. on May 14. Other increases 
are now being considered in the 
areas concerned. 

Four Provincial Newspapers 
Group papers will cost 2d. as 
from May 7. They are the 
Edinburgh Evening News, Lan- 
cashire Evening Post, Yorkshire 
Evening News, and Northampton 
Chronicle and Echo. 

Other increases are expected. 


Sunday papers will | 


Prits he 


ADS. IN THE 
PLEASURE 
GARDENS 


Advertising, somewhat de trop, 
apparently, at the Festival of 
Britain South Bank, has been 
welcomed in Battersea Pleasure 
Gardens. 

On the Emmett Railway there are 
10 double-crown posters, each 
costing £200, at Oyster Creek 
and ten at Far Tottering. 
Among the advertisers are 
Shell Mex, Wakefield, Wright's 
Coal Tar Soap, Cow & Gate, 
Southport Corporation, Brown 
& Polson, Brylcreem, Horlick’s, 
C.W.S., Craven A, Bob Martin, 
Phillips, and Hennessy. 

On the music hall drop curtain, 
centre panels cost £50 and side 
panels £35 each. Advertisers 
here include: Colman’s, 
Morley, H. Samuels, Barclay 
Perkins, Nosegay, Columbia, 
Owbridge’s, Truman's Ales, 
Lipton’s, Parlophone, Propert’s, 
Hennessy, Gilbey, Soccone and 
Speed and King Six cigars. 
MORE FESTIVAi. NEWS 

ON PAGE 197 


ACCORDING 
TO PLAN 


The Bristol planning com- 
mittee said “No” when permis- 
sion was sought in October, 1948, 
for advertisements on the front- 
age of 51 East Street, Bedminster. 
They were overruled, on appeal, 
by the Ministry of Town and 
Country Planning. 

In 1950 the trader acquired 

the two adjoining _ premises. 
Again the _ Bristol _ planners 
refused to allow new advertise- 
ments on the upper frontages. 
Again there was an appeal to the 
Ministry. 
And this time the Ministry, too, 
said “No.” Advertisements 
would be “prejudical to the 
amenities” they decided. 


‘Public Ignorance’ 


The use of Press publicity and 
exhibitions as a means of counter- 
acting public ignorance of plans 
formulated by municipal plan- 
ning authorities was urged by 
Andrew M. Rosie, planning 
officer, Ayr County Council, at 
the annual conference of the 
Institution of Municipal Engin- 
eers (Scottish branch) in Troon. 
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Current Research 


In Publie 


ee ay fie eee 


Relations 


LIVELY DISCUSSION ON METHODS AT 
INTERNATIONAL CONFERENCE 


France, Holland and Norway were represented among the 
sixty delegates to the first International Public Relations Con- 
ference, which was held by the Institute of Public Relations 


at Hastings over the week-end. 
to the Institute’s Public 
Relations Week, which had 
included visits to the B.B.C. 
television studios, Reuters, and 
other centres of interest. 

“Does Public Relations Pay?” 
was the subject that opened the 
conference. 

J. A. R. Pimlott, English author 
of a pioneer study of American 
public relations activities, said 
that theoretically there were four 
questions calling for an answer 
before a public relations pro- 
gramme was undertaken: ; 

Is the purpose worth achiev- 
ing? Is it worth achieving at 
the stipulated cost? Can it be 
achieved? Will it be achieved 
in the most efficient and least 
costly way? 

It was for the advocate of pub- 
lic relations to substantiate the 
dogma that a good reputation was 
a valuable asset in itself. 

Evidence was accumulating in 
the U.S. that public relations and 
publicity were often used for pur- 
poses to which they are unsuited. 
They might even do more harm 
than good. There was also grow- 
ing disillusionment about the 
value of existing techniques. 


How Big Sums 

Are Wasted 

Research in the U.S. suggested 
that one of the chief mistakes in 
the past had been the tendency 
to exaggerate the rationality of 
the average man, the extent to 
which he was interested in matters 
which did not affect him inii- 
mately, hiy literacy, and _ his 
responsiveness to mass media. 

“1 have no doubt myself that 
before many years have passed, 
P.R. practice will have been trans- 
formed as a result of the research 
into mass communication which 
is taking place on a large scale, 
particularly in the U.S.," said Mr. 
Pimlott. 

It was abundantly clear that, 
even in the existing state of 
knowledge, big sums were wasted 
because so little was known about 
the circumstances in which publi- 
city was likely to be effective, the 
relative effectiveness of different 
methods, and the scale of the 
effort required to produce a par- 
ticular effect; and the little that 
was known was often ignored. 

This, he said, constituted a 
challenge which the public rela- 
tions group should take more 
seriously than they had in the 
past. 

An entertaining clash of 
opinions was promoted by a dis- 
cussion on “Public Relations and 


The conference was the climax 


the Arts” between Jack Bedding- 
ton (deputy chairman of Colman, 
Prentis & Varley Ltd. and chair- 
man of Voice & Vision Ltd.) and 


Paul Reilly (chief information 
officer, Council, of Industrial 
Design). 


When Mr. Reilly criticised the 
“low standard” of letter headings, 
Mr. Beddington countered: 
“How does he know the standard 
is low? It merely doesn’t fall in 
with the standards of the Council 
of Industrial Design. I think that 
having everything so aesthetic 
and antiseptic is an awful bore!” 


The Best Point 

Of Attack 

Mr. Reilly thought that the 
best point of attack in order to 
raise tastes was the retail trade. 
He denied that the Council of 
Industrial Design sought to im- 
pose standards; it merely tried to 
stimulate interest. It was by dis- 
cussion that the public could 
achieve some form of discrimina- 
tion. 

One speaker contended that for 
the P.R.O. there was no such 
thing as good or bad art. His 
attitude should be: “This will 
please the public; it will not 
offend;~it’ will sell.” 

In & talk on “The Scientific 
Analysis of Public Opinion,” 
Graeme Cranch (president, Mar- 
ket Research Society and head of 
research at Mather & Crowther 
Ltd.) said that there were four 
main groups of public opinion 
survey which were concerned 
with: 

Social, environmental, or mar- 
ket conditions and opportunities; 

Design of existing or new pro- 
ducts; 


May Bring Big Changes 
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Mixed reactions to a question are portrayed by Jack Beddington 
(left), Paul Reilly, and Leslie Hardern (chair). 


The establishment of sound 
public relations between Govern- 
ment and governed, manufacturer 
and consumer, management and 
workers; and 

The effectiveness of different 
means of persuasion. 

For a public opinion poll ina by- 
election, he continued, the 
sample would be nearly as large 
as for a general election, around 
2,000 informants. For commer- 
cial market research, detached 
surveys did not often exceed 
3,000 informants, although a sur- 
vey of Press readership on a 
national basis required at least 
12,000. On the other hand, design 
testing was usually done with 
samples of 200 or 300. 

Modern practice, said Mr. 
Cranch, now required not only 
the questionnaire, but full details 
of the method of questioning and 
of the nature of the sample to be 
published with the survey find- 
ings. 

We had every reason to say 
now that, provided a sample sur- 
vey was properly conducted, its 
results would be accurate and 
would faithfully represent the 


equivalent picture in the whole 
population. Indeed, a researcher, 
asked to comment on another 
man’s survey results, tended to 
take the mathematical accuracy 
for granted and to concentrate on 


R. A. Paget-Cooke carries on the conference with T. H. Traverse- 
Healy and Roger Wimbush. Holding aloof are John Mumford and 
A. A. McLoughlin. 


the wording of the questionnaire 
and the interviewing technique 
used; for there was far greater 
scope for error in a_ badly 
thought-out questionnaire than in 
a badly designed sample of in- 
formants. 

In answer to questions he said 
he thought the Government 
Census form was “terrible” and 
a great loss of a magnificent 
opportunity of finding out what 
manufacturers and others wanted 
to know. 

Alvin C. Leyton, adviser on 
communications to the British 
Association for Commercial and 
Industrial Education, provided an 
interesting final talk on “The 
Psychology of Communication in 


Public Relations.” (With Odd 
Medboe, of Norway, in the chair.) 
Controlling Purpose 

And Word Technique 


Mr. Leyton said “the appeal 
should be not merely to intel- 
lectual appreciation but also to 
fellow feeling.” The three essen- 
tial conditions for effective com- 
munication were: The fullest 
possible knowledge about the 
person to whom one was talking 
or writing; a controlling purpose; 
and the technique of language. 
One often made the mistake of 
assuming that because a word had 
a particular meaning for oneself 
it would have a similar meaning 
for the person addressed. 

The Sunday afternoon session 
was given over to a vigorous dis- 
cussion of Mr. Leyton’s views. 

Earlier in the Conference a 
paper on “The Human Factor in 
Industry,” by Oliver Roskill, an 
industrial consultant, was read by 

Shaw. 

A display of, and discussion on, 
four public relations films, and a 
coach tour conducted by Major 
W. H. Dyer, director of publicity, 
Hastings Corporation, were 
enjoyable conference features. 

At Sunday’s luncheon, attended 
by the Mayor and Mayoress of 
Hastings, speeches of thanks were 
made by the foreign delegates, 
and Alan Hess, president, in 
thanking the organisers, paid 
special tribute to the work of 
Norman Rogers. 
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COLOUR ADS. ARE SUPERB IN THE 


SOUTH BANK GUIDE 
Print Order Of Two Million 


Printing order for the South Bank Exhibition Guide 
(published by the Stationery Office, 2s. 6d.) is two million 
copies. This excellently-produced book contains 96 editorial 
pages on art paper (9} in. < 7 in.) and 64 on imitation art. 


SOUTH BANK FAUNITBITION 


TELECINEMA 
AND NEW FILM 
TECHNIQUE 


Of interest to advertising is the 
telecinema at South Bank. 

Television’ is no longer only in 
the parlour; it has reached the 
cinema. The last doubts must 
have been dissipated (writes Pail 
Nugat) after Monday's demon- 
Stration at the telecinema, on the 
South Bank Festival site. Defini- 
tion is now very good. An actual 
interview between Bruce Belfrage 
and author, Compton Mackenzie. 
was instantaneously screened 
from the lobby of the cinema. 

As for the long awaited three- 
dimensional film, stereoscopic in 
vision and stereophonic in sound. 
it is too early to pass any judg- 
ment on its future benefit to the 
cinema screen. The pictures have 
a depth and clarity surpassing 
normal human eye-sight. 

Viewed through polarized 
glasses, the pictures appeared to 
hover over half the auditorium. 

Thinking in terms of advertis- 
ing a product, it is now technic- 
ally possible for a manufacturer 
to “hurl” the products at his 
potential customers. 


The advertisements, all in 
colour, are grouped before and 
after the editorial, and set a 
high level of technical accom- 
plishment. 

Some thirty articles deal with 
the exhibition's attitude to such 
subjects as the Land of Britain, 
Transport, the People of Britain, 
the seaside, and the telecinema. 
There are many fine ———_ 
illustrations, as well as colour 


This is an Advertising Pre- 
sentation issue of ADVER- 
TISER’S WEEKLY. 

In a series of authoritative 
articles, expert writers cover 
the theme “Presentation in 
Word and Sound.” They show 
how, by the skilful use of 
words, written or spoken, 
advertisers can obtain best 
results from money spent. 

“Think always of what the 
public wants to hear” is the 
advice given by McDonough 
Russell, who explains his 
reasons for setting up “Seven 
Signposts to Successful Adver- 
tising. ” 


charts, including a double-spread 
illustrating the exhibition layout. 

Abram Games designed the 
cover, which employs the Festival 
Britannia motif in a four-pointed 
star against a light brown ground. 
Those responsible for the produc- 
tion include: text cover and inset, 
Purnell & Sons Ltd.; advertise- 
ments, Sun Printers Ltd.. and 
L. T. A. Robinson Ltd.; art 
paper, members of the Associa- 
tion of Makers of Coated Papers 
of Great Britain; imitation art. 
Imperial Paper Mills Ltd., and 
London Paper Mills Co., Ltd.; 
cover paper, Robert Craig & Sons 
Ltd.; blocks, C. & E. Layton Ltd.; 
typography, Will Carter; exhibi- 
tions literature, P. de L. Dyson- 
Skinner. 


ADVERTISER'S WEEKLY 


Garden In 
The Strand 


The Lady Mayoress, being welcomed by A. C. Duncan, chairman of 


Odhams Press Ltd., sponsors of the garden. 
Barry, director- -general of the Festival. 


On her right is Gerald 
Among the large crowd 


present was Lord Mackintosh. 


The Strand Festival Garden, 
built on a bombed site between 
the Tivoli Cinema and Charing 
Cross Station, was opened by the 
Hon. Mrs. Denys Lowson, La 
Mayoress of London, on Tues- 
day. The Strand Association Ltd., 
sought an attractive method of 
hiding the bomb scars disfiguring 
this historic thoroughfare, and 
approached Mr. G. L. McLellan, 
Borough Billposting Company, 
who devised the Piccadilly 
Gardens. 


Flower beds, interspersed by 


crazy paving and with turf sur- 
rounds, give a blaze of colour 
which will be floodlit at dusk. 

A pool with a fountain 5 ft. in 
diameter provides an effective 
colour-change. 

The rear wall exposed by bomb 
damage has been covered and 
painted by a well-known scenic 
artist to represent a typical Eng- 
lish landscape. 

At right angles to this, and to 
conceal the open space, appears 
the legend “The Strand welcome 
visitors to their Festival Garden.” 


Murphy's was the first of the 
fifteen successful entries in the 
Festival of Britain poster com- 
petition, to be placed on the 
special site at York Road, facing 
the South Bank on Tuesday. 


Experience Proves ‘Planners Are Losing Control’ 


“Over recent months it has 
become apparent that the Minis- 
try of Town & Country Planning 
is losing control over the idiosyn- 
cracies of local town planning 
authorities.” said Mr. J. F. 
Mallabar at the annual meeting 
of Franco Signs Ltd. 

“Moreover,” he continued, “the 
Ministry does not seem to be able 
to secure that the decisions it 
gives on appeals are consistent, so 


that it is becoming impracticable 
to attempt to use decided appeals 
as a guide to the distinction be- 
tween the desirable and the 
undesirable in advertising.” 

Therefore, the number of 
appeals going forward was in- 
creasing to the point where the 
machinery for handling them was 
becoming overstrained. 

He appealed to shareholders tu 


take an interest in the administra- 
t'on by local authorities of adver- 
tisement control, and to make 
representations if they felt the 
legitimate interests of industry 
and commerce were being 
arbitrarily disregarded. 

Profit before taxation for the 
year ended September 30, 1950, 
was £36,337, as compared with 
£15,988 for the previous year. 


L1L.P.A. SPRING 
MEETING 


At the spring meeting of the 
1.1.P.A. Golf Circle held at Sandy 
Lodge, a record number of 
entrants competed and seven 
agencies entered for the Leonard 
Hill Challenge Trophy for Incor- 
porated Practitioners which was 
won by H. Benson Ltd. 
(Norman Moore and R. A. 
Hughes). 

W. E. Osborne, of Osborne, 
Peacock & Co., Ltd., presented 
the prizes. 

The morning 
under handicap, 
A. D. Ensom_ (Spottiswoode, 
Dixon & Hunting Ltd.) with 
93—20=73 who took the prize 
Grane oe by Dudley Turner & 

incent Runner-up was 
Pr. ie White (White & Carter 
Ltd.) 82—8=74 who took the 
second prize presented by J. E. 
Harrison. 

G. P. Jackson (G. Street & 
Co., Ltd.) won the James Strong 
memorial trophy for the best 
scratch score. In the afternoon. 
greensome foursomes were won 
by G. P. Jackson and J. E. 
Harrison with a score of 3 up 
(prize presented by Hugh Apple- 
ton). The second prize (presented 
by White & Carter Ltd.) was won 
by P. J. Rumble and C. Hofton 
with a return of all square. 


round, singles 
was won by 
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Quality And Novelty Are 
Keynotes Of The B.LF. 


The British Industries Fair, 
which expects a record atten- 
dance of foreign buyers is off to 
a fine start at Earls Court, 
Olympia, and in Birmingham. 

Quality and noveity are the 
keynotes, and the Fair is much 
indebted to the Festival of 
Britain for design motif. Textiles 


- occupy a large part of the ground 
. floor at Earls Court. 


This floor is being served by 
a daily newspaper sponsored and 
produced by three National Trade 
Press publications, Fashions and 
Fabrics, Style for Men and 
Furnishing. Called B.I.F. Textile 
News, this 20-page production is 
being given to buyers. Front 
and back pages are changed 
daily, giving up-to-date person- 
ality news. The inside 18 pages 
feature products on show during 
the first week. After that stands 
will be described and illustrated. 

In other sections new display 
ideas are few. One interesting 
stand is that of Pheenix glassware. 
The table appeal of the product 
is simply and forcefully put over 
in a series of three-dimensional 
panels, one for each meal. 

Tin And Print 

Metal Box Co.’s series of 
panels featuring the story of a 
tin leads to the stand’s central 
feature, a tin-closing machine. 

Moving central pieces are 
again popular as eye catchers. 

Guinness have decorated their 
office-like stand with a working 
model of their latest poster—a 
hand lifting a steamroller. 

Stands which caught the eye in 
the printing machinery section 
were those of Owen-Servante Ltd. 
(with a simplified off-set litho 
machine which has a new type of 
suction feed claimed to give dot- 
on-dot register) and of Hawthorn 
Baker Ltd. who introduced a 
mechanical magazine wrapping 
machine. Pictorial Machinery 
Ltd. showed a novel photo-litho 
equipment. 

Among magazines showing in 
London were Furnishing World, 
Chemist & Druggist, Vogue 
Export Book, Packaging, Busi- 
ness. The Periodical Proprietors’ 
Association also have a stand, as 
have Benn Bros. 


BIF TEXTILE DAILY | 


: | 
BRIGHTEST AND SIGGEST TEXTUE DiSPLAY | 


$6 EXHIBITORS AT LARS COURT u 
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Ad. Control In 
Isle Of Wight 


The Minister of Local Govern- 
ment and Planning has informed 
the Isle of Wight County Council 
that he intends to approve an 
order making a large part of the 
island an area of special control 
for outdoor advertisements. The 
special control extends over the 
whole island except for a number 
of built up districts in the main 
towns and villages. 


F.B.1. President To 
Address LS.B.A. 


The fifty-first annual meeting 
of the Incorporated Soc’ety of 
British Advertisers will be held 
at the Park Lane Hotel on June 1. 

A public luncheon will precede 
the mee{ing_and the principal 
guest and speaker will be Sir 
Archibald F. Forbes, the new 
president of the Federation of 
British ‘Industries and finance 
director of f Spillers. 


UP THE POLE 


Found, undamaged, in the 
vestibule of the Kent Messenger 
offices was a 120 Jb. inn sign. 

It is thought to have been 
moved from the “North Pole” 
hostelry by jokers in fulfilment of 
a wager laid by a local sportsman 
that this inn-sign could not be 
secured for a_ collection § of 
Whitbread’s inn-sign miniatures, 


says Whitbread’s house magazine. 


° . 

| Tie-up with wool 

A window at Australia House 
features a combined display by 
Patons & Baldwins Ltd., worsted 
and wool spinners, and 
“Business,” journal of manage- 
ment in industry. The April 
“Business” described 
Patons & Baldwins’ new 34-acre 


-factery at Darlington. The 


window display was designed 
by the City Display Organisation, 
and arranged by Bowden, 
advertising and public ations man- 
ager of Patons & Baldwins, and 
D, J. Finlay, exhibitions and films 
officer at Australia House. 


(@ Continued from page 195) 


SELLING PRICE 
INCREASES 


culation, either temporary or per- 
manent, no papers so far appear 
to be contemplating any special 
selling sales campaign. 

Editorial comments included 
the following: 

The Times (which remains at 
3d.). The penny has had a longer 
reign among newspapers which 
have held to it largely through 
many vicissitudes until the pre- 
sent revolution in costs, than in 
any other field of the national life 
of this century. 

Daily Telegraph (which goes 
up to 2d.). The present news- 
print price of £60 per ton is 
almost double that of a year ago 
and six times the pre-war figure. 

News Chronicle. Advertising 
is part of the service a news- 
paper renders. It has a high 
readership appeal. Advertisers 
have been very understanding in 
these difficult times. But two 
points are clear. These is a limit 
to what the advertisers can be 
asked to pay. And there js a limit 
to the advertising a six-page paper 
can carry 

Daily * xpress. It is certain that 
the ceiling (for newsprint) nas 
not been reached and that further 
increases will be announced in 
the coming months. 

Daily Mail. Our advertisers 
have been, and will remain, our 
essential partners in the produc- 
tion of low-priced newspapers. 
Without the co-operation of the 
advertiser it would be impossible 
to produce for 14d. a Daily Mail 
of the quality our readers have 
learned to demand. 

Manchester Guardian (which 
goes up to 3d.). Advertisers have 
faced a substantial increase in 
rates; readers have so far been 
spared. Now at last mounting 
costs have overtaken shrunken 
sizes. 

The Scottish Daily Record goes 
up to 14d 


In consequence of the increased 
controlled price of British news- 
print recently announced by the 
Board of Trade, the Newsprint 
Supply Company has raised the 
equalised price of newsprint sup- 
plied to all newspapers participat- 
ing in the company’s scheme to 
£60 per ton for light weight 
paper. 
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Weeklies Merge 
In Essex And 


Buxton 


The 93-years-old Essex County 
Telegraph has been merged with 
the 120-years-old Essex County 
Standard. A statement in these 
two Colchester weekly news- 
papers last Friday reveals that 
a combined Essex County 
Standard and Telegraph will be 
published by Benham & Co. Ltd., 
publishers of the Essex County 
Standard. 

“Ever increasing production 
costs” are given as the reason. 

Two old-established weekly 
newspapers the Buxton Herald 
and the Buxton Advertiser are to 
be merged into the Buxton Ad- 
vertiser and Herald, as from to- 
“aes issue. 

Wilfred Edmunds Ltd., pro- 
prietors of the Derbyshire Times 
and other journals, who have pur- 
chased the Buxton Herald from 
the Buxton Printing Co., Ltd., 
have also acquired a controlling 
interest in the Derbyshire Print- 
ing Co., Ltd., publishers of the 
Buxton Advertiser. 

After a short life—it first ap- 
peared in September of last year 

the Gosforth Gazette, a weekly 


independent newspaper, has 
ceased publication. 
OBITUARY 


A. A. Gould 


The death occurred on Friday 
at the age of 61, after an illness 
of several months of Mr. A, A. 
Gould, financial advertisement 
manager of Kemsley Newspapers. 
He joined the Daily Graphic in 
1912 as a city advertisement 
representative, becoming a mem- 
ber of the staff of Allied (now 
Kemsley) Newspapers Ltd. on 
the formation of that company 
in 1924. 

His father was an advertise- 
ment city representative too, in 
the service of national news- 
Papers, and his son, Mr. W. A. 
Gould, is already carrying on the 
family tradition, having assisted 
his father at Kemsley News- 
papers since 1946, 

The funeral took place on 


Wednesday, at the City of London 


Crematorium, Manor Park. 


a Keble 


Mr. I. Keble, advertising repre- 
sentative of the publications of 
F. W. Bridges Ltd., has died after 
a severe illness. 

Mr. Keble had been with the 
firm for over 30 years and was a 
well-known figure to many in the 
stationery, printing and allied 
trades. 


A. WI Fisher 


Mr. Alastair Wotherspoon 
Fisher, for some years commer- 
cial director and advertising ad- 
viser, J. Pullar & Sons Ltd., 
cleaners and dyers, and later 
director, Beckett of Birmingham. 
died last Thursday at Solihull, 
Birmingham. 
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SPUN UNL HENNE LAT 


Club News — 


a 
Glasgow 


ATTENDANCE 
RECORD BROKEN 


Edward L. Yule, director and 
Scottish manager, Osborne, Pea- 
cock Co., Ltd. was elected 
president of the Publicity Club 
of Glasgow, in succession to 
W. A. Woolward, at the annual 
general meeting on Friday. 

The new vice-president. Allan 
Stephen, is assistant general man- 
ager of George Outram and Co., 
Ltd. James T. Jack, Watson- 
Brown Advertising Ltd. and 
Fred D. Greenhill, C.A., were 
re-elected hon. secretary and hon. 
treasurer, respectively. James E. 
Hastings, Walter Bennett and 
E. Allan McLundie were elected 
to the executive. 

Attendance figures for the 
year had broken all previous 
records. Particular satisfaction 
was expressed regarding work 
among the juniors, that section's 
attendances having averaged 50 

W. A. Woolward, said that 
during the year the club had 
taken initial steps to make their 
presence a little more obvious. 
By a general raising of their 
sights, by the setting of higher 
standards, by representation at 
functions and on platforms, the 
club might claim, without undue 
satisfaction, to have gone for- 
ward. 

Dr. John McCormick, Rector 
of Glasgow University and leader 
of the Scottish Covenant Move- 
ment, told members of the Club 
that if Scotland wished to attract 
the attention of the world to her 
wares, merchandise and products, 
then she must have some of the 
pageantry which the Stone of 
Destiny—materially a worthless 
block of sandstone—represented. 
Scots were being denied that 
pageantry by the control of theiz 
affairs from London. 


This _ sketch, showing _ the 

treasurer, balancing his accounts, 

appears in the Leicester Club's 
magazine “Ad Lib.” 


Leeds 


. . 
Public Speaking 
*,? 
Competition 

The Frank Dutson Silver Cup, 
awarded annually at the public 
speaking competition held by 
the Publicity Club of Leeds in 
conjunction with Leeds College 
of Commerce, was won by R. S. 
Seton, a member of the Club. 
Second and third prize winners 
were E. Russell Jones, and C. A. 
Roberts, both students at the 
College of Commerce. 

Judges were Mrs. M. A. White- 
head, a speech therapist at Leeds 
University; Frank Bloomer, a 
past-president of the Club, and 
G. G. Hall, a master at Roundhay 
School. 


ODD SP@T 


The characteristic “Harris 
Tweed smell” comes from the 
lichen which grows on stone 
walls and tree trunks, in the 
tweed-producing areas of 
Scotland, and is used by the 
crofters to make a brown dye 
called cretal. 

This was revealed by Harry 
Cunliffe, executive director of 
the British Cotton and Wool 
Dyers’ Association at a meet- 
ing of Bradford Publicity 
Association. He said modern 
science had produced a syn- 
thetic “Harris Smell” which 
could be purchased in a bottle 
and sprayed on cloth. 


Birmingham 


Seven Editors Were 
Welcomed 


Seven editors from various 
Birmingham newspapers were the 
guests of Birmingham Publicity 
Association at their “President's 
Lunch.” 

F. L. Johnson, managing direc- 
tor of the Birmingham Gazette 
Ltd., in welcoming the guests said 
that he thought it was particu- 
larly valuable that there should 
be full understanding between the 
editorial side of the newspaper 
industry and the advertisement 
departments, and he thought that 
such functions did a tremendous 
amount of good to cement this 
understanding. 


The president, 
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E. F. 


Hopper, presenting the 
Wilcock Merit Cup to 
J. W. Hallowell at the 
annual meeting of Hull 
Publicity Club. 


New president of the Publicity 
Club of Glasgow, Edward L. 
Yule (right) being congratulated 
by his predecessor, W. A. Wool- 
ward, after being invested with 


the chain of office on Friday. 


Bradford 
Store Decor 


L. J. Pryer, last year’s chair- 
man of the British Display Asso- 
ciation, gave a talk to members 
of the Bradford Publicity Asso- 
ciation on “Display and Store 
Decor.” He illustrated his talk 
with many photographs. 

Judges for the southern area 
finals of the national public 
speaking contest at the Waldorf 
on Monday night are Anstice 
Brown, T. F. Clark, director of 
R. F. White & Sons Ltd., and 
Mr. Burns, an L.C.C. instructor 
in public speaking. 


Manchester Speakers Defeat Hull 


Manchester defeated Hull in 
the first round of the National 
Public Speaking Contest. 

The teams were: Manchester. 
H. Thompson (John Newton Pub- 
licity Ltd., agents), Gordon 
Mellors (Tom Mellors Ltd., car 
distributors), and Leigh Wharton 
(Northern representatives, Illus- 
trated Newspapers Ltd.); Hull, 
Miss N. Whitley (J. H. Fenner & 
Co.. Ltd.). T. P. Millard (T. P. 
Millard Co., Ltd.), and W. H. 
Smith (Service Engraving). 

The best individual speaker 
was Gordon Mellors. 

The three judges were: Leonard 
F. Behrens (director, Sir Jacob 
Behrens & Sons Ltd.), F. Sladen- 


Smith (playwright. producer and 
critic) and W. T. Stevenson (chief 
inspector, Manchester schools). 

The Hull contingent were enter- 
tained to lunch at the Cafe Royal, 
Manchester, and were welcomed 
by Eric Schofield, president. At 
the conclusion of the contest. 
George French. chairman, Hul! 
Speakers’ Committee: Derek Roe, 
chairman, Manchester Publicity 
Association; and J. Hallowell. 
past chairman of the Hull Club, 
extended mutual congratulations. 

David Wicks, chairman, Man- 
chester Public Sneaking Section. 
and Bob Williamson, of the 
Leeds Club, were responsible for 
the contest arrangements. 


Hull 
Gives Youth 
A Chance 


Uphoiding the cry of youth 
at the Club’s silver jubilee con- 
ference in March, Hull Publicity 
Club gave a lead at their annual 
general meeting. 

Two of the officers elected were 
from the younger members, 
namely the chairman, G. Harriott, 
and hon. assistant secretary, C. G. 
Terry. 

Other officers appointed were: 
President, E. F. Hopper; vice- 
presidents, J. W. Hallowell, 
Alderman F. Holmes, A. Dixon, 
G. French; hon. gen. secretary, 
Cc. F. Brown; hon. treasurer, 
T. W. Hazel; Press secretary, 
J. W. Hallowell; Council, H. E. 
Batson, P. Brown, L. F. Larkin, 
T. P. Millard, N. Scott, H. W. 
Smith, C. G. Terry, W. Train, G. 
Walsh, N. J. Wright. Cr. T. 
Wilcock, Miss A. M. Whitley. 

Delegates to the C.D.C. are 
C. F. Brown and J. W. Hallowell. 

Presenting his report for the 
year the president said that it was 
“the finest hour” in the Club's 
history, chiefly as a result of the 
silver jubilee conference. 

Two cups were presented, one 
to Miss A. M. Whitley for the 
speaker class, and the Wilcock 
Cup to J. W. Hallowell. The 
Wilcock Cup is awarded to the 
member who has done the most 
for the Club, and for advertising 
in general throughout the year. 
This is the third time Mr. 
Hallowell has won this cup since 
1946, 


Donald I. Innes, commercial 
photographer. was elected to the 
Club, and also appointed official 
photographer. Hull now claims to 
be the only club in the kingdom 
to have its own official photo- 
grapher. 


Newcastle 
Mannequin Parade 


At a successful ladies’ night 
held in the Old Assembly Rooms, 


Newcastle-upon-Tyne, members 
of Newcastle Publicity Club and 
their friends were entertained by 
a mannequin parade. Arranged 
in conjunction with John Moses 
of Newcastle, this event attracted 
one of the best turn-outs that the 
Club has had for some time. 
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New Scottish Daily 
N.S. President 


Clem B. Livingstone, general 
manager, Kemsley Newspapers, 
Glasgow, has been appointed 
president of the Scottish Daily 
Newspaper Society, in succession 
to A. H. Bruce, general manager, 
Scottish Daily Express. Thomas 
White, general manager, George 
Outram & Co., Ltd., has been 
appointed vice-president. Labour 
adviser to the society is A. 
Watson McCarroll, 

* * * 

R. H. Nicholls-Pratt, for nearly 
19 years with Odhams Press Ltd. 
has resigned and is entering his 
family business, Pratts Insurance 
Office. which he plans to re- 
organise and expand. Joining 
Odhams Publicity Department 
when their first book offers were 
being launched, he became plan- 
ning and contract manager in 
1939 and during the war went to 
the Ministry of Supply under 
W. Surrey Dane as an assistant 
director of salvage and recovery 
where he helped to plan publicity 
campaigns. 

* * * 

R. F. Maxwell, sales director 
of Smith & Wellstood Ltd., has 
been co-opted to the executive 
committee of the Incorporated 
Society of British Advertisers. 

* * * 

Alex. Mackenzie, Jr., at present 
advertisement representative in 
Scotland for Farmer & Stock- 
breeder, is to take up an appoint- 
ment in June, as advertisement 
manager of the Belfast Telegraph. 
Mr. Mackenzie was previously 
with the Financial Times in 
Scotland. 

* * * 

Mrs. A. M. Howes, for 26 years 
with The Banker, was presented 
by Mr. Brendan Bracken, its 
founder, with a television set last 
week to mark her recent retire- 
ment. She was for more than 20 
years secretary and assistant to 
the late A. H. Walker, advertise- 
ment manager. From staff and 
colleagues she received a tea Set. 

* * * 

Clark Matthew has been 
appointed to organise Press and 
public relations for Jenolite 
(Industrial Chemicals) Ltd., This 
is his first appointment since 
leaving Iliffes a year ago to write 
a novel. Before that he was 
features editor of the Express and 


Star; the founding editor of 
British Production. 
* * * 


Bill Francis, of the British 
Medical Journal, is now adver- 
tisement director of British 
Medical Journal, Family Doctor, 
and the 15 other specialist 
journals published under the 
direction of Dr. Hugh Clegg, 
managing editor. 


During his recent visit to Nor- 
way, J. H. mer was made an 
honorary member of the Nor- 
wegian Public Relations Associa- 
tion in acknowledgment of “his 
outstanding achievements in the 
field of public relations during 
and after the war—for the benefit 
of his country and for the co- 
operation between mations.” 


Hon. Wm. Buchan, publicity 
officer to the Nobel Division of 
LC.1., leaves Scotland at the end 
of May to take up an appoint- 
ment as editor of the British 
edition of the Readers’ Digest. 
He is a son of the late John 
Buchan, first Lord Tweedsmuir. 

* * * 


Eric Williams, of the public 
relations department of Foote, 
Cone & Belding Ltd., took off on 
Sunday for Athens. He is to 
open an office there to undertake 
public relations work for the 
Greek Tourist Board. 


W. Surrey Dane, chairman of the 
“Daily Herald” and 1951 Festival 
chairman of the Readers’ Pen- 
sions Committee (left) with Col. 
the Hon. J. J. Astor, J.P., D.L.. 
at the annual dinner of the Com- 
mittee. (See Mainly Personal 
page 232) 
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70 Years With ‘Belfast Telegraph’ 


W. Cassidy 
Retires 


Mr. W. Cassidy, advertisement 
manager of the “Belfast Tele- 
graph” and allied papers, was 
guest of honour at a dinner given 
by the directors to mark his 
retirement after 70 years with the 
firm. 

He had been advertisement 
manager for 50 years. 

Mr. W. R. Baird, of the board 
of directors, deputising for his 
father Major Sir William Baird, 
managing proprietor, presented 
him with a silver salver, and con- 
gratulated him on “an out- 
standing record of service and 
loyalty.” 

Mr. R. M. Sayers, managing 
editor, said Mr. Cassidy was a 
living link between two ages, and 
a figure to be regarded, particu- 
larly by the younger generation, 
with feelings akin to veneration 
and awe. In his own department 
he was a man of method and 
thoroughness, but he was also 
endowed with a news sense which 
had been of great assistance to 
the editorial department with 
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which his relations had always 
been most happy and cordial. 

Among many other tributes 
was that of Mr. Victor Salter who 
said that Mr. Cassidy had at all 
times upheld the highest tradi- 
tions of the firm and of the ad- 
vertising profession. 

In reply Mr. Cassidy recalled 
early days in the Belfast Tele- 
graph, and spoke of his experi- 
ences in the jobbing department, 
the friendships made “on the 
road,” and his promotion in the 
advertisement department. 


Peter Brown has been ap- 
pointed principal press officer in 
charge of the press office of the 
Ministry of Local Government 
and Planning 

* * * 

O. S. Holmes, who has seen 
appointed a director of the 
Bennett College Ltd., Sheffield, is 
a past chairman and a founder 
member of Sheffield branch of 
the Incorporated Sales Managers’ 
Association. 

* * * 

C. T. Gunton was presented 
with a standard lamp at York on 
his retirement after 45 years’ 
railway service. He has retired 
from the post of district publicity 
senate at Leeds. 

* 


W. EL Hacking has been named 
as advertisement manager of the 
Municipal Review & Borough, 


journal of the Association of 
Municipal Corporations. 
* * * 


At a luncheon in Sheffield 
fellowship certificates of the In- 
corporated Advertising Managers’ 
Association were presented to 
C. H. Dolphin, lately advertising 
manager of the English Steel 
Corporation Ltd., and R. Russell, 
advertising manager of Moore & 
Wright (Sheffield) Ltd. The pre- 
sentation was made by F, K. 
Gardiner, director of the Sheffield 
Newspapers Ltd., and editor of 
the Sheffield Telegraph. 

* * * 


J. S. Walmsley, director (in 
charge of public relations) Aspro 
Ltd. and vice-chairman, Proprie- 
tary Association of Great Britain, 
has left for an extended tour of 
North America. 


Members of the Newspaper Society, visiting America, were photographed with President Truman. Back 
row—l. to r.: Unidentifed; C. C. Morgan-Webb (Finchley Press); S. B. Cunningham (“Northern Whig 
and Belfast Post’); Alun Jones (“North Wales Weekly News’): Truman Wiltshire (“Hornsey Journal’): 


Marcus Tillotson (“Bolton Evening News’); J. T. 


. L. Baxter (“Hinckley Times’); F. Baker (“Kent 


Messenger’); C. H. Tester (“Brighton & Hove Herald”); C. W. Blyth (“Hertfordshire Mercury”); Eric 
Putnam (“Bournemouth Times’); Unidentified. 
Front row—l. to r.: S. P. Peacock (“Hereford Times); M. P. Robinson (“Wakefield Express’); John 
Thomson (Northcliffe Newspapers Group Ltd.); F. W. Wallace (Kemsley Newspapers Ltd.); Harold 
Grime (“West Lancashire Evening Gazette’); President Truman; H. C. Howarth (Westminster Press, 
Provincial Newspapers Ltd.); B. J. Cox (“Aldershot News’); A. G. Jeans (“Liverpool Daily Post & 
Echo"); J. Nott (“Western Morning News’); James Radcliffe (“Isle of Man Examiner’). 
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Typical features from recent issues :— 


THE GALLUP POLL & THE NEXT ELECTION 
Dr. H. Durant 


SOUTH AFRICAN CRICKETERS 
lan Peebles 


THE CHANGING FACE OF PAKISTAN 
By The Begum Osmani 
SHOES—ELEGANT AND EASY TO THE FEET 
Paulette Gillies 
NEW POEM 
by Sylvia Lynd 
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G. LINDLEY SPARKES - ADVERTISEMENT DIRECTOR - 114 FLEET STREET, LONDON, 
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Advertisers Pay, Too 


EWS of the increased selling prices of the national morning 
Ne Sunday newspapers and the London evenings came as 

no surprise. It was the inevitable step to counteract the 
latest development in the spiral of rising costs. 

Unfortunately, this is not the end of the story. It is reliably 
forecast that newsprint, with the equalised price already at £60, 
will soar to £80 or £90 a ton before the end of the year. Other 
costs will also rise. Hard on the heels of the latest newsprint price 
jump comes news that the newagents will ask for a bigger share of 
the selling price. 

There can be little doubt where the blame lies for the death of 
Britain's traditional penny newspaper. The Government must 
accept responsibility for the cancellation in 1949 of newsprint 
contracts with Canadian suppliers. But it is the publishers, the 
advertisers and, to a lesser extent, the public who are left to face 
the music. 

Earlier production cost increases were met by the advertisers. 
Now the newspaper reader is asked to bear his share of the burden, 
and this would seem to be a fair spreading of the load. But the 
advertiser does not escape unscathed. 

Some of the new-price newspapers indicate that their readers 
are to have more news for their threehalfpence. This expansion 
of the editorial columns is to be achieved at the expense of adver- 
tisement space. A greater proportion of appropriations will thus 
be directed to other media, and popular magazines may be 
expected to add more to their lion’s share. _ 

The peak has yet to be reached, but there is reasonable hope 
that next year will see the publishing industry over the crest of its 
troubles and on the way down towards more normal financial 
conditions. 

There is, of course, only one real solution—an adequate supply 
of materials and labour at reasonable prices. 


Art—And Craft 


PEAKERS at the first International Public Relations Con- 

ference held last week-end at Hastings did a service to the 
advertising industry by drawing attention to fundamentals. 

One forthright debater is reported to have said, on the question 
of artistic design in publicity material, that the attitude should be: 
“This will please the public; it will not offend; it will sell.” 

How true of everything in advertising! Yet there has in the 
post-war years been a marked trend towards the “arty” in adver- 
tising. Design takes the wrong turning when it tries only to please 
the eye, for there are no two eyes alike when it comes to judging 
the artistic. 

The true test of every publicity message, whether it be pictorial 
or the verbal or written appeal, is: Does it sell? If it does not 
then, despite all the artistic treatment, it fails. 
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To-morrow’s Topics 


Bigger advertising 


problems forecast 


NNUAL report of the 

Incorporated Society of 

British Advertisers, to be 

sent out to members shortly, 
will tell the inside story of 
vigorous activities during a year 
in which inflation ‘‘compelled 
many advertisers to revise their 
budgets in the light of increased 
costs and to discard media 
where the cost has been found 
to be excessive in relation to 
results.” 

Latest edition of the LS.B.A. 
news sheet States: 

“It would be optimistic to 
assume that the position will 
substantially improve in the 
immediate future. Indeed, the 
acute shortage of paper and 
unpredictable effects of re- 
armament may well accentuate 
the problems of advertisers. 

“In the circumstances, it is 
gratifying to record that the 
1LS.B.A. enters its second half- 
sae with a record member- 
ship and better equipped than 
ever before to safeguard and 
promote the interests of its 
member firms.” 

—=— _— —_ 
From the North there comes 

news of difficulties facing adver- 
tising agencies. Setbacks in the 
cotton industry and_ factories 
switching over to arms produc- 
tion are playing havoc with 
appropriations. Even some of the 
biggest provincial agencies report 
bad business, bleak prospects. 

— — A el 


C.D. recruiting 


survey result 


UTURE plans for civil 

defence recruiting will be 
considered against the back- 
ground of a report just published 
on the effectiveness of various 
publicity media. 

A survey question asking 
“Have you seen any posters, 
leaflets or advertisements about 
civil defence?” produced these 
figures from a sample in England 
and Wales: Posters 13 per cent; 
leaflets 4; advertisements 10; none 
36; cannot remember 7; did not 
know recruits are wanted 36. 

The question “How else did 
you hear?” produced _ these 
answers: Wireless 22 per cent; 
newspaper articles 40; friends 10; 
others 2; no other way 6. 

Central Office of Information 


admits that “unchecked statements 
of this kind ... are not fully 
reliable... they must be accepted 
with reserve.” Yet the “general 
inference” is accepted that all sec- 
tions of the public are more 
liable to be reached through 
articles and the radio than by any 
other means. 
— — —— 


News at last of the survey in 
which the 1.8.B.A. co-operated 
with the Advertising Association 
in an ‘endeavour to assess the 
volume of advertising expendi- 
ture in 1948 and how it was ap- 
portioned over the various media: 
findings will be published before 
the International Advertising 
Conference in July. 


Workers in Stock 


Exchange ads? 


UBLICITY for the Stock 

Exchange may include a 
national advertising campaign 
and a sponsored film. But before 
any final decision is taken 
methods employed by the New 
York Stock Exchange and U.S. 
brokers will be studied. 

Bulletin issued by Redway, 
Mann & Co., Ltd., Mincing Lane 
stock and share brokers, quotes 
this example of copy in a U.S. 
advertisement for stockbrokers 
showing a fine photograph of a 
lumberman at work 

“When a _ corporation has 
nearly a million stockholders, 
they can’t all be rich. Rich folks 
don’t get together in a crowd that 
big. . It's millions of average- 
income people who own shares in 
America’s corporations. Owning 
stock means owning a ‘piece ot 
a business’—risking one’s money 
in order to share in the profits.” 

Will British ads. trying to do 
the same job carry illustrations 
of working men and down-to- 
earth copy? Or will “dignity” 
take pride of place over sheer 
effectiveness? 


mn se 


If any delegate to the Inter- 
national Advertising Conference 
has not yet made up his mind 
what he will say when he gets 
on to his feet he could do worse 
than consider the advice offered 
in the latest Masius & Fergusson 
promotion literature. The London 
advertising agents bid the Con- 
ference to “stick out its chest and 
take a bold line.” 
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NET SALE IN EXCESS OF 60,000 4 MONTH. THE NATIONAL MAGAZINB co. LTD. 28/30 GROSVENOR | “GARDENS. Laan, awa 


ea cae oe ai ae Sa ee ae A OS ee ae eed 
*, 3 en eee = Bi regok  en i ed san oe Se ie i ee Prt - es a me ae 
: . SN 
+ 
a 
7» 
, eC 202 Pe 
: ‘ e 
| ee 
e a 
bi ; 
: ___ | 
a ee ys 
Ps P| 
nie 
(e 
oe 
P. 
i t 
i 
eo ; 
dase 
ils. omne = = 
—— 
i; Le A 
Z i 
tye : 
i 
nt 
‘ e 
- ip 
ie PF 
Fe 
S Po 
ce f 
i " 
+a —— 
mf 
a 
rae 
24 
Met 
eee 
ok 
Ree: Fd 
Zs 
a. 
“ae eC 
See , 
er %y a a ae ee ee a en , 
ti vest 
i had - — ; 
is : f i ‘ee! f 4 r Ap A k ‘ f ' 
Lae “ ' r V a Ps —* i ; * h ‘ 
mb . |) Apri | | <4 |X Y A ORK 
ei x ‘ <q v O32 } ' t 
ef i ca he rs |} Sores A\ i 3B dn i at 24 
fo * 4 ah my oN ; 
ct ASHION “D { 
sh { 5 or, fhe : 
Fae" J Ps SDE 
ie 
- ae 
“een 
ba OS 
ae n. 
De SSL ee ee 
a ~ 


May 3, 1951 


The baker builds a boat 


- 


As Mr. Lance Russell sees the racing yacht ‘'Calamity 
taking shape in the workshop behind his prosperous 
bakery business in Norwich Road, Lowestoft, he and 16- 
years-old son Robert work with renewed vigour. Soon 
they'll be racing her on the Broads. 

The Russell business is a family concern. It was started 
by Mr. Russell’s father. Now he and Mrs. Russell run 
it together. Young Robert, however, is training to be 
an engineer. Maybe four-year-old daughter Jane will 
fill the breach. 


The Sunday Pictorial with its average net sale of 
5,165,253, covers a tremendous cross-section of Britain, 
and goes itito homes all over the country on the best 
advertising day of the week. Among the Sunday 
Pictorial families are many successful trades-people 
like the Russells. 

Per square inch per thousand, the Sunday Pictorial’s 
present advertisement rate is actually 10.9°%, less than 
pre-war and the new rate from June 3rd will be only 
7.8%, above 1939. 


Sunday Pictorial 
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POLICY PLATFORM—Future Of The Clubs 


May 3, 1951 


This Army Of 6,000 Needs A 


Field Commander 


The advertising club movement, though doing work of great practical 
value, needs a stronger national organisation before it can acquire 
a sense of purpose and shape-up to its national responsibilities. 


DVERTISING and pub- 

licity clubs comprising 

what has come to be 
known as the Club Movement 
have to-day, at a rough esti- 
mate, some 6,000 members. 
Thirty-two are affiliated to the 
Advertising Association. Two 
more are unaffiliated, and 
another is in process of forma- 
tion. Their membership consti- 
tutes what might be termed the 
rank and file of the advertising 
army. But it is an army that 
does not quite know, because it 
has not quite decided, what it 
is fighting for or how its cam- 
paign should be conducted. 

Neither do the leaders of 
organised advertising appear to 
have made up their minds what 
part they want it to play. Because 
club membership cuts right 
across organisational frontiers, 
the movement has no formal re- 
lationship with the bodies repre- 
senting the advertisers, agents, or 
media owners, and one is never 
quite sure whether the Advertis- 
ing Association regards it as a 
somewhat precocious and some- 
times turbulent child, which must 
be kept in its place, or as a 
valued partner. 

To say this is not to belittle 
the clubs. They have many 
solid achievements to _ their 
credit. The impetus behind the 
formation of the Advertising 
Association itself, 25 years ago, 
came from the clubs. In _ the 
fields of education of advertise- 
ment vigilance, of public speak- 
ing, of public relations for ad- 
vertising, they have done, and 
are doing, work of great practi- 
cal usefulness. 

Moreover—and in the view of 
many, this is their primary pur- 
pose—the clubs do provide a 
means whereby those engaged in 
advertising, publicity, publishing 
and the auxiliary trades can get 
to know each other, can enrich 
their experience by learning from 
each other, and can work together 
for objectives common to all. 


* * * 


O understand why the Move- 
ment has not yet “found 
itself” one must understand both 
the nature of its constituents and 
the limitations its composition 
has so far imposed on national 
organisation. 
The clubs themselves vary 


greatly, ranging in their scope 
from the purely social or 
luncheon club to the “Publicity 
Association” that gives priority 
to the serious side of its work 
and takes its place in the busi- 
ness and public life of its city. 
But in one respect all are alike; 
they are autonomous bodies, 
masters in their own house. They 
are not bound to accept any 
common pattern of function or 
practice. Their outlook conse- 
quently tends to be parochial; 
only tardily are they developing 
the sense of being part of a 
movement with national as well 
as domestic obligations. Conse- 
quently their national organisa- 
tion represents an_ inevitable 
compromise. 

The mdvement is centrally co- 
ordinated—in so far as it is co- 
ordinated at all—through and by 
the Advertising Association. Its 
national executive is the Club 
Development Committee, a 
standing committee of the Asso- 
ciation, the Council of which has 
power of -veto. over its decisions, 
though this has in practice never 
been exercised. The Committee 
meets quarterly, each affiliated 
club being entitled to appoint 
two delegates. 

In theory, these delegates are 
expected not only to put for- 
ward the views of their clubs, 
but to report back, and thus 
keep all members throughout the 
country in touch with what is 
happening. In pitactice, it is 
otherwise. Never are all the 
clubs represented. At the April 
meeting. for example, only 17 
out of 26 clubs were represented, 
and this was an unusually good 
attendance. 

Financially, the national 
organisation of the club move- 
ment is dependent on the Adver- 
tising Association, which pro- 
vides a secretarial service and 
finance: Club Development 
Committee meetings. Even on 
the revised basis of subscription, 
which came into force as from 
last August, it is estimated that 
Advertising Association income 
from the clubs will be between 
£100 and £150 per annum. In 
its last financial year, the Asso- 
ciation spend £324 on the clubs; 
in the year before that, £570. 

The suggestion, mooted several 
vears ago, that the clubs might 
form their own central body, 
affiliated to the Association but 
independent of it, is thus mani- 


festly impracticable, and has 
wisely been abandoned. The 
clubs are certainly unwilling, and 
probably unable, to pay the price 
of independence. 

Yet the clubs themselves 
recognise the organisational dis- 
abilities of their movement, and 
several proposals to overcome 
these, within the ambit of the 
Advertising Association, have 
been debated. That little pro- 
gress has been made is due both 
to financial obstacles and to the 
fact that there is a limit to what 
can be expected of men and 
women giving voluntary service. 

What then, is the solution, if 
there is one? Let us first 
recapitulate the problem. The 
movement needs: 

A greater awareness among 
all club members of its status 
and responsibilities in the 
national sphere; 

clear and generally 
accepted definition of its 
function and objectives; 

A more effective national 
organisation. 

Of these, in the opinion of 
the writer, the last is the most 
imperative. 


« x * 


EFORE the movement can 

develop a sense of purpose, 
and think out a plan of campaign 
that will inspire and enthuse all 
its members, the organisational 
problem must be solved. Mem- 
bers must be brought together 
more often at national gather- 
ings, and a closer link must be 
established between the centre 
and the individual clubs. 

The clubs have had one con- 
ference, and a highly successful 
one, at Harrogate, since the war. 
They should have one every 
year. But the Advertising 
Association cannot, within its 
present resources, organise two 
conferences, its own and one for 
the clubs, in a year, and it would 
not be possible for the clubs, 
with their present resources, 
either to organise or to finance 
a yearly conference. 

Most club members will not, 
indeed cannot, attend commit- 
tees and conferences away from 
their home towns. Therefore, 
since Mohammed cannot come 
to the Mountain, the Mountain 
must come to Mohammed. 
Someone representing the cen- 
tral body should visit each club 


often, act as a liaison officer, 
help form new clubs, revive 
those that flag. At present, this 
task falls on the Advertising 
Association officers and the 
C.D.C. chairman and members, 
who do all they can. But with 
the best will in the world they 
cannot do enough. 


* * * 


REALLY efficient national 

organisation must there- 
fore involve full-time staff. The 
logical solution to the problem 
is the appointment of a salaried 
national organiser, who, though 
he would work closely with the 
Advertising Association and 
might well operate from _ its 
offices, would be the executive 
officer of the Club Development 
Committee, and have at least 
one shorthand typist to help 
him It would be his job. under 
C.D.C. policy direction, to weld 
an amorphous movement into a 
cohesive body provided, through 
him with adequate machinery 
for consultation so that it could 
hammer out its objectives and 
work _ effectively for them. 
He would be the field commander 
of the advertising club army. 

Financially impossible, it may 
be objected. But is it? For a 
start, £2,000 a year would pro- 
bably suffice. This could be 
shared, say on a 50-50 basis, 
between the clubs and the Adver- 
tising Association, by which the 
expenditure could justifiably be 
regarded as a worth-while invest- 
ment. <A_ difficult proposition, 
admitted, but surely not out of 
the question if all were deter- 
mined to carry it through. 

This would be, of course, only 
the first step. Another might be to 
give the C.D.C. greater executive 
powers, and a new title indicative 
of its enhanced status. Given the 
organisation, the clubs could then 
proceed to consider collectively 
how best to use it. They could 
formulate their tasks and aims 
with some hope that the same 
organisation would enable them 
to get things done. 

As to what these tasks and 
aims should be, one can only 
say that there is no lack of 
choice, at a time when the adver- 
tising business is challenged to 
justify itself in the eyes of the 
community, and when it is con- 
scious as never before of the 
need to raise its standards. 
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Half the battle of selling 


is to create the mood 


Sell people your product in a 
suitable setting, compatible with their taste — in 
HOUSE & GARDEN, the magazine to which 


: - receptive readers deliberately look for new 


ideas for their house and garden. 


House & Garden—3/- monthly 
exceeds 30,000 net sale per issue 


THE CONDE NAST PUBLICATIONS, LTD., 37. Golden Square, London, W.1. 
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Advertising Case Histories—10. 


How Rainwear Brand Was Launched 


With Merchandising Scheme 


This is the story of how the manufacturers of a 
raincoat used the “Picture Post” merchandising 
service to link their consumer advertising with shop 
window displays as part of a campaign to impress 
a new brand name ca the minds of retailers and 


tising business one has to 

involve oneself in all manner 
of by-ways. 

One of these is department 
store customs. If you want to 
market a product through retail 
outlets it is impossible to do so 
successfully without knowing a 
good deal about their traditjons. 

Take the case of the London 
Waterproof Co. who, in June 
1949, after many years of selling 
un-branded raincoats, decided to 
launch Alligator Rainwear. 


I: the pursuit of the adver- 


consumers. 


most stores are subsidiary to the 
mantle section. Buying is norm- 
ally carried on month by month 
and according to demand. Manu- 
facturers have, for obvious 
economic reasons, to produce all 
the year round. The stores let 
their stock run down during the 
summer; and if there happens to 
be a rainy day during July, they 
send lorries, post haste, collect 
all that the manufacturer can 
give them. 

Most other departments—par- 
ticularly fashion ones—place 
their ordets in advance. This is, 
naturally, a better arrangement 


from the manu- 
facturer’s point of 
view. So, when 
London Water- 
proof decided to 
brand their pro- 
ducts they also 
decided to attempt 
to sway the depart- 
ment store tradition. 

Plans for the launching of the 
new name, prepared by the com- 
pany’s advertising agents, Scott- 
Turner & Associates Ltd., were 
introduced at a sales conference 
in December 1949. 

Certain consumer advertising 
was included in the appropria- 
tion, but the main objective 
during this initial period was to 
familiarise retail traders with the 
new name through the trade 
Press. 

By late June 1950 it was 
decided that the trade was suffi- 
ciently conscious of the brand 
name “Alligator” to be open to 
receiving the first merchandising 
ideas. 

The rainwear trade has, since 
the war, become fashion con- 
scious. So a top-rank designer, 
Pierre Balmain, was called in to 
design a revolutionary range of 
coats. This was introduced to 
the Press in August and sup- 
ported by colour insertions in 
high-class women's magazines. 
The success of this venture, says 
the company, was immediate: 
Women queued up in a London 
store to buy these £22 garments. 


Focal Point 
For Attack 


The overall reactions from the 
operation were such that in 
September the first ideas for a 
1951 merchandising scheme were 
discussed. It was decided that the 
focal point of the attack would 
be the Picture Post scheme. 

The most suitable timing for 
full benefit and impact value 
from both the stockist and con- 
sumer point of view was con- 
sidered to be early to mid- 
March. Binders telling the full 
story of the plans were accord- 
ingly prepared for use by sales 
representatives. Such points as 
the readership and coverage of 


This showcard, reproducing the 

“Picture Post’ advertisement, was 

sent out to dealers. The ad. and 

the card formed the spearhead of 
the consumer campaign. 


Picture Post, the display and ad- 
vertising material available to 
stockists, and the impact value of 
this material when linked with a 
national magazine were brought 
out. 

In November, Balmain again 
came to England, this time with 
his own mannequins and a com- 
plete range of rainwear for 
spring 1951. This collection in- 
cluded garments ranging from 
around £4 retail price up to 32 
guineas. 


Display 
Ideas Explained 


The spring collection was pre- 
sented a second time on the day 
of the press show, this time to 
some 250 buyers from the prin- 
ciple stockists of Alligator rain- 
wear. Following the mannequin 
parade, the buyers were given a 
brief introduction to the Picture 
Post scheme, together with illus- 
trations of the type of advertis- 
ing and display material to be 
available. A dummy window 
erected in an ante-room offered 
suggestions as to how the material 
could be used. 

Next stage in the campaign 
was a series of mailing shots in 
the form of invitations to partici- 
pate in the scheme from the sales 
director of Alligator Rainwear 
Ltd. Over 500 stockists agreed to 
hold Alligator weeks, and 527 
in fact did so. 

The form of presentation in 
Picture Post was a four-colour, 
full-page advertisement featuring 
four of the garments in the 
Alligator range. This in turn was 
produced as two show cards, the 


(Continued on page 214) 
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ADVERTISER'S WEEKLY 


THIS YEAR it will do you good to 
be seen advertising in THE TATLER 


Schnee aah dentine ie 
; it 


HUNDREDS OF ADVERTISERS have 
staked a claim on the available space 
in THE TATLER—because it pays! 
In “The Season”’ and High Summer— 
that’s the time to use THE TATLER, 
but early booking is advisable. 


SUMMER NUMBER—JUNE 13. Colour 
and B. & W. available. AUTUMN NUMBER 
—SEP. 19. Colour FULL—B. & W. available. 
CHRISTMAS NUMBER — Mid. NOV. 
ALL SPACE SOLD. WINTER AND 
CHRISTMAS PRESENTS NUMBER— 
DEC. 5. Colour and B. & W. available. 


W. T. CARPENTER, Advertisement Manager, 
Commonwealth House, 1 New Oxford Street, London, W.C.1 HOLborn 6955 
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LAING 


and the JOURNAL, ot 


course, appears on theirs... 


contracts 


appear on schedule... 


Public Relations Can 


May 3, 1951 


Help To Keep Peace 


By GEORGE DODSON-WELLS, 


HE profession of public 
relations is potentially the 
most dangerous in the world. 
It is dangerous because the 
material on which the practitioner 


works is men’s minds. Thought- 
fully and intelligently employed 
with sincerity and truth, public 


relations counts for all that is 
good in human relationships. In 
the hands of the unscrupulous, 
the techniques can lead—as was 
seen in Germany under Hitler, in 
Italy under Mussolini and has 
been seen still more recently 
wherever Russian propaganda has 
penetrated—to the enslavemeat 
of men’s minds and wills so that 
they respond only to the whip- 
crack of the propagandist. 

Some principals in the advertis- 
ing profession are of the opinion 
that public relations should be 
considered as a function of ad- 
vertising. Indeed, a good deal of 
heavy weather has been made 
by both sides—over which should 
be part of which, but I think that 
the whole matter is largely one 
of nomenclature. Most leading 
advertising agencies are equipped 
to undertake the practical work 
of public relations on behalf of 
their clients. On the other hand. 
the public relations organisation 
of an industry, commercial firm 
or other undertaking must be 
equipped to handle advertising. 

A not unreasonable view is tu 
consider public relations as the 
omnibus generic title of a pro- 
fession covering a wide field of 
associated activity, just as is 
done, for example, in the profes- 
sions of engineering and law. 


In Three 
Syllables 


Various attempts 
made to define 
Mest of them, 
themselves, 
words. 

I submit that the functions of 
public relations can be described 
in two words “establishing con- 
fidence.” Even the number of 
syllables might be reduced if one 
made it “building trust.” 

That is a high principle, but it 
is also plain commonsense. 

Public relations is an attitude 
of mind which starts at the top 
of an organisation and suffuses 
the whole. 

But while it is a fine thing for the 
engineer to be imbued with the 
spirit of public relations, he can- 
not be expected to stop looking 
after the power house for an hour 
or so to help sell the pots and 


have been 
public relations. 
while excellent in 
contain too many 


Chief Public Relations Officer, London Transport Executive. 


pans or to find out why his firm's 
customers prefer a particular pot 
to a particular pan. 

This is where the public rela- 
tions officer takes over and why 
he is concerned with every aspect 
of his organisation's activities. He 
is the man who shoulders the 
worries of other people so that 
they can get on with their jobs. 

He either directs, or has at his 
disposal facilities for research, 


This article is part of a paper 
which Mr. Dodson-Wells re- 
cently read before the Institute 
of Journalists, London District. 


statistical surveys, advertising in 
all its varied forms and media, the 
dissemination of news about his 
undertaking to the Press, the 
publication of house journals, the 
conduct of sales campaigns, the 
handling of communications and 
personal calls, the reception of 
visitors and so on. 

We have seen the effects of 
propaganda deliberately planned 

with considerable skill, let it be 
admitted—with evil intent, It 
will be readily appreciated that 
in the hands of the unskilled even 
such elements of propaganda as 
may be employed in the practice 
of public relations are as 
dangerous as a runaway lorry full 
of dynamite. It is out of control, 
no one knows where it will reach 
or what damage it will do. 

While knowledge of psychology 
in the inducement of desires is 
an essential qualification for 
public relations work, the whole 
approach must be one of respon- 
sibility to one’s fellow men. 

The tools of the profession are 
truth, goodwill, and sincerity of 
purpose—tools with which con- 
fidence is built. Altruism, though 
a Virtue, is irrelevant. Sir William 
Crawford built up a lucrative 
business on the basis that he 
would not tolerate insincerity 
among his staff. Honesty was the 
keynote. 

In a_ propaganda-ridden age 
public relations must stand as a 
sign that public opinion—freely 
reasoned opinion, freely pcre | 

will be proverly considered by 
those responsible for policy, and 
will, if practicable, be translated 
into action to the mutual benefit 
of supplier and consumer. Con- 
versely, it must stand as the 
guarantee that the information 


(Continued on page 214) 
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“If this kind of thing were 
more general everyone 


33 


would be happier 


aes 


ADVERTISING 
APPROPRIATION 


Anything tending to improve the lot of the advertising man is worthy ot note. For 


example :- “ You have just made a half-tone block for us, with which | am very 


pleased. But that is not the reason for this letter. I would be very much obliged if you 
will convey much appreciation to the gentleman who handled my order for 
the polite, courteous and helpful manner in which he treated me. It was 


quite an occasion, and if this kind of thing were more general, everyone 


would be happier. Thanking you again for your service.” ‘This letter is 
trom an occasional buyer of blocks who walked into our office to place an 
order with one of our contact men. It is evidence of the way we try to 


serve evervbody, irrespective of the size of their orders. 
1 SHOE LANE LONDON EC4 


" 
sis SAV AWeS ON Tel. Central 6£55 Eighteen Lines 
Northern OF -ce atg Chapel Walks Manchester 2 


2, Blackfriars 4060 


PROCESS ENGRAVERS IN LINE, TONE & COLOUR, ARTISTS & PHOTOGRAPHERS, ADVERTISEMENT TYPESETTERS, ELECTROTYPERS, STEREOTYPER 


Se oe Se ae ee ll Ee oe — Sree ae 
ae oO eee : ; 7 #7 i — 
ed i 

ia nh ' * 4 

' ee ' 

d Sa 
| e 

: =, 

Pad ny i 

ar a z 

i ——m ee 
| a. ve 
5. (Ss { 

= 4 Gee) - 

Fs = aiP 4 

* ee is fe: ies > ‘a 

*” ae ee 

He s Hie 

wg ~ fe : 

fs. P | Ae By: “ap ie ee Eee i. ee 4 be # 5 pe gees pee i 
eee To oe ~.// 2 

: eres Bee SSek aes See Bee: BSD Sas Pi RR ire | = ee ies i 
oe mune! SENG Se NE EN Boe A i oe ee Be ge eee 

; ISBGRERREReeeey CV | 

eer 4 — Mees Bans 2s i = op. re ERED oe ie Bie Be: ‘a 
; BES Be SEE Ree qT BR Ses ET, RS’ MN Se xe Hip, eS is ie “pe 
ba et Beet eee Bees oe oes Cee SS an bei? /// ee ees Lees % 
; Re GRA RS, HA ee ee Gece Ges eS ES Sh eee / gee : Bem ‘ 
a q S ea dp tof | Pad | Lee eee <i 
ae ee ae st i ees es ee . a ce a \ | 
: 3 Ee ® ai ay Pee yee) 5 es ee Oe ee SE i Doge Be cee cre ar i 
RIS ‘ ei an wi — — - - - te - Bees BO aS a 3 
‘ Sees Bete ¢ pts as fama Geter Sites sees SEE a SG ee Bei 
| TCC LL a 
ASS. Bey Sas 4 Game Me Sart, et We Pekan: Hake: ee HOR Seas ot Bs es ee : 

+ matt ll hl hER Yl 2 ee ee [_ | 

8 Gen DE. Gime “Gat Bites nes Ge CL ey 2? i ee oe a ee : y 

' oniess | [ 4 ee ee bi ioe f { 
a g 5 Me, snes. Nes EE we: Borsa: eM Y, cari ee te 
| UT a ee | 
7° 7 ER Oa a MN re Fs OE We Fe) IS a. ees © 
Ae ce Se a eee pe Oe Tiage Ok soa F pee 
2 all ¥ es Weare een UE Gerais RAS OR Tike WE i Baebes 3 
fe " Ga SMa RR Yds) Arce ee aumeR ORME HZ se itis ss : 
FS a 2s , ee a: eee eet hele: Ome: shy ye Tie: Pasian jy 
” P| -- ae ee er ae ges oy Se oe Be AG Te es es i 
, noe % ye Os Sigs tee stte a UR 2 sey ee v ge | 
or - oe eee ! 

i eres . a 
Sf fF : 3 
ips: % st 

fee : 
by eek : 
: fi aaa 5 
S ee aaa 
: a i as 4 ig 
me! “Biogas : \ 

- ok 

= pete ; 

- -* 

: —— exaust rE 4 
. SS  .. od F 
amr — esis ; 

| meee ‘ 

oo : 

a pecs : 

RN, a 

iH ¥ 
aa ee 

4 5s 
fear : 
4 
ae 
7 
aA ; 
~ ; 
a ¥ e: : 


mA 


ren OTT 


: 7 ee ig OO 2 a te ae 7 i - ‘“; ee et hs es > F es < "oan Te Tae - a Be Sy, 2 ft | i ee oy aa A (ieee Pi i Fn, me 
‘ : ’ ; =~ FF zt fa eee \ Be TE I | | ae Gear 7 
ee IR a. ae a aie ie kee ee Psy Sareea ty ies og ae eR eee 
is * Bs! pe Se ar Me ato # eget: ize ‘ mp a RR rr, : acini Sa c BE 
Sis ie i cet we 
rar ars ° % : ee” 
eo, af : , * eS 
ae aa ay st rr Res ey cs em ; eae 
: i eae a rl Reger { Ss 
yo gS FY... ae . or y 
7 ; st “ag 4 Parry i ” ase <4 ae. 
Pc) SS ee J cor. ae Es ran 
. } See? | eee BSF anes ee se es? 
: ; i Piece ‘ ee 
, es a. 
" =f h oak ‘ot 
+ F ‘ a a + 
~ * by ; 
' : wee Pr 5k ee seek Sta D, +3 
. = ‘ . =— SS ——— e 
=== <<< ban, 
i — = a 
: i EE ——————e ‘ bi 
: SS EE re A 4 
é SSS SSS eee oe 
erg , ee LS a ———<———— : 
dee <6 < sige 2 SSE —————————S—S———— Fi on 
i : F ot bat SSS SSS eee on 
Lie rhe ; ; oy See SSS ESSE aaa Fe 
a ie Riel toreti—— a eeetereebee SSS = 2 
‘i ‘ ee sake aee ae a —————— SSS ‘ Bi 
bi . A See 3 Ze 
pay ; SN EES 
= * Ses fines Bat oS rr a “i | 
here * botanic. ss oh pooper oo: aaa "a! 
Seas j Rare ti get pea S—————_i : ; - = 
S . " ap 3 an ea feck) As 2h: a eae eae’ Se E—E—E—E—Ezuz— EE «— 
i : i) paerter blast ara iS ae oe : a 
8 i Sea a seaoe tha emesis! Se  SSEE=Saaaaae pee a, 
exh ; Y= Sar jong ery aT SSS ee n 
ae Epa 21 3 Ua sa oe ——————— la i 
— Siena 0 = en ee Bets eS : 
Low a ere rae > Sas = ee ———— ‘ 
:. ; fj ‘ 4 pra. ee Sic) ares ee ee iste ————— : \ fe 
te. ; es Fa? eee i ART inte Tees Pa. ee = 7 
ee ae a Si SSS SR anh. 
i : ‘ —— +, Seen en, — Se ; b a 
1, ae . ~ ‘ oe ey cal 2. Sees Se = t v4 
ee, tp SE ah. ‘2 ————— SSS tt te 
ae. 3 . . =) ol ae Y ——————————— Ssoeeeerseseits == 
i ara eer F 3, 3. Se a —————$—$——$S$S$—__—__—_ —— SSS 22S = 2 ial 
wee jake Sot, Soa =aSaSSSEEEEEESS— Sass: ‘ acd 
| Bei pa - SS S=S=SS—SSSSSSSSSS5555535 = test 3 > p . J 
: ——— ——= SSS =H 3 od 4 
; te ae Ee a 
BR 4 or SS ss ee 
q i 7 3 et. ———SSSSSSSSSEESSESSZ= Ss a 
ia si ie —————— Ssitekrst (ibis cs ities na 
r+ : 5 a ag ——— VS SS,SSSYSYSHSS,.H Sai fc ree esti. 
on Bie ; ~ as SSeS mare piste . - 
ae q a ae = ——— volt Teter, Se P 
Sh a i 2 zz S33 aaa : a 
es f os See a —C— ER ‘R‘#REEEECSOeSUNNNQUE 
ie 3 ots. a Se a 
a 4 Cote eas. =r = = ieee aaasSsSsSsSSa —- SSS Sa ee fa 
ins : sie B a = = = ine ee Gee yy 
i= ce Le he 1 ae ———— = assis —s Se a ee he 
Vhs = en —— =~ ————> —— em ee i wi 
Sit q ol Pe aes 4 1 Sg —— SS — oe —— = Si ae “ a, 
co a § ee : + —————————————— y ——<——____— = > a | a . ae 
Bn. 9 & “a — == ee a SEE ere : 
re Oe oa a ; S Sqq—95 5585855585855 SS 555 Sees 0 a 
x: i oar: — SSS eee SSS = oe ee ese . 
ee | . of = = ——SSS= : SS a ee Hi ae), i 
oe cae nn — OHS sSsSs5 SSS 2322533: = cote a " 3 ed 
ie) a 5 oe SS 3 : : TESTS ak fea « 
+ =) 4 === ————— —Sstttesttessestssesats Bey 
1 4 ; —$— ees =tetssteesestteds ow 
pe all Fis! £ A SS5S5S55SS55555555 ———S—_— ——sorereceeneneens a1 bi 
‘ [ oem SS 2ST = SSE ete 
ou ae ae ’ , ooh SSSSSSSSSSSSSSSSSSSSSaSSSSHNH"NSHHH— eae eee By a 
* 3 ; 4 0 E]E2225 22 BQ SSS Seay 
[a 2 ————— Sess SEES: os to gee ae 
E eae ‘ ‘e a ————————————— a —— eee eel? pe 
a ESS BQ ——— Se - hae “ies: Dien * 
fi . : : % SSS i z SEG: "4 
4 Sa 3 ——=>} — oe stresses ¥ tM i “orm 
. (a ‘ ——— —SSS=S=S=SSSSSS— Besser i Pos 
m a a : cS SaSaSSS—S———SSSSHHHBHHBHF} = —S—S ca —Sreeeestte ye ee 
a, A 4 —S ——e———— peetters—ahesstes BS. eae a A 
; a F : Vo SSS S535 583585 > sitiiitiistsssesss ie ¢ - fa isae a x" 
ie # ; : —————SS———aSSSSSSS— SS <a <2 ‘“ Jai 
= 4 — SSS S2222555222553222s eal = ca ' ney 
4 i Ne ge ig = SESS Sees é acy me 
7 ” : ie ——S SSeS ey i , 
: gine NE SO ————————— SSS ss eeetesss ge brs ni 
ve E —————— = I S!,SYXN—€dSdHI = = Sf ee Pie 
: ie Rag SS SSS — ae as oe 
mie Ti ie: rh aie ae a —— ——SS$==S} = SS ae : Me 
: : - hee ———— ——— ———S— = — J is ae 
<< ———— — SSS —TF : ie , 
° . ~ ——$— ——————SS=——_ = x ; - 
SSS——————————SSSSSSHBHBH_"_V _ —_N_"/" —— —=SsSS5=——zZ ee ’ ' 
; - , SSS 3 = ——$—SSa oe ; z * Dae ; i 
. S==SSSSS HHH —————————— : raw See 
" ——aaananaaaaesS=S=SSS5Q = —————— = Pete ile, 
et ‘ =] $§q5SEQH ————— ee = = wy a bei castle 
= SSSSeesasssS5 ——$—_—— ——= etrsssstssee SS— : ait er Be a a 
‘i ==S=S=S=S=S=SSSSS50 —— Stes —SS= Sa ME Sey 
ashe === SS—_ = 223i ————= + e Sere 
oe ——$——SS SS = —S—— = Se ‘ : d Soe S eo i. 
he SSS : ——=+——- SSS Cte - AE hth 
a: = — ane = Baa] aS S| ne ete 
Ae se . a SSS rage eee 
ie ) = =r = SS SSS 
7 | | ‘Y = = aaa 2 re ul 
: ——i \ —— 2 2 See SS Soe a 
Ne , a SS === SSS SSS R 
7 —7 _— == —— eee SS 4 
_ } es =—==—=—SSSSS5 z= = 
49 ‘ J ¥ SSSR 7 
4 ‘ — =" _ GePnim, SSS Saq5SS553538 5 : 
= =, SSeS , 
; | —= te 3 = SSSS—SSSSSSSS—aaN——SSNEHN—E = 
uy ‘Sa pan = L'SSssssSssSss—-— = Ss Es 
: ' = = Sq — k 
. F € —S—S=S==—TTS : is: 
i Oe ; | ~ las. pe ? z SSS —¥ e.. 
4 4 = d ie : = ————SSSSSSS—ST-S= —S ELS 
: . own = ‘ : = SSS] ————— : a 
B.S ———— z= —F ‘ 
% ——— : SSS * _ 
H ; U  Teaend — : SSS 33 Sa ———— 3 tz 
. = — = — — ————————— = 7 
y A ; { Ve i } J 1 Wuiil = S— SS ————— .e 
¥ : v- ‘ 2 = j tere = = aes 
" ~__ Tim ] bb ime! hab — a 
Wie. \ y = t "yf 7" ae _ Li 
ess se — reenerey B® Reon To ae 7 
‘ = rt} . eS ce Qo ve yt ie 
- < a F — : 
eo ay 
hag : ri 
Bt = 


going ahead! 
H.V.MORTO 


‘In Search of London 


ILLUSTRATED this week devotes fifteen pages, some in full colour, to 
introduce one of the finest series ever planned for a weekly picture 
magazine. H. V. Morton's fresh and brilliant narrative, and Henri 
Cartier-Bresson’s inspired photographs combine to make a really great 
feature—something that will be enjoyed and talked about. Watch 
ILLUSTRATED! There are more big things to come. 
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MEMBER A.B.C. 


PHILIP EMANUEL, ADVERTISEMENT DIRECTOR, ODHAMS PRESS LTD., 96-98. LONG ACRE, LONDON, W.c.2 


WELL 


ALL-ROUND VALUE AND A SQUARE GUARANTEE FOR 4 STRAIOHT LINE @ 


- oven 000,000 Every WEEK 


rA WAPKN WS 


— : i . Ai 
a a edad ileinmend a 
bis. “i | 
‘a ? 
pore 

Be 

a. Be 

inde 

Fi? 

- e. 

: 

; ‘ae 
ey, : 
[es 4. : 
fe ne 
ses ‘. x 
Jie ; 

ae ‘ 

Foard 2 
tage Ee 

ae} f 

ni 
be wa rf 
 & , 
Fe, i 
aay ; 

* 

ae 
a “ 

Af _ 
aes | 
a “ Z 
. ZN 

S 
i ; 
a 
. I 
a ae 
‘ , ’ 
a i 
ail a 
nid ? z 
of f . fC : ' 
| ; 
i | 
‘ ; :¥ . 2 a ; 
are A m : : oo 
Adee Ne ’ i \ . \ i, 
a ' ee, 
3 a at. 
a iE | 
an t 4 
a = ; 
: 
ae . 
a bs 
sg 7y 3 
ee z a us 
ane 

4 ie 

is . a : . & ' } 3 m 

Ne nd Ps — ee + q * Zs . ; eee: i ‘ a } ‘ 1 " ’ F 
. ae aeik $ A a. a “ 

“ae, 

ie 

be 

7" ee <7 

Pik. Fu) 

a = i 

ra ae : 
et : . : : 

Pe m| HIT {I ae : 

rn , ay vr . "9 " : . P: 

‘ i : a: . i. P "a ; 

‘ * Sey . as ‘eal | 5 ; — 4 5 ; 1 

re A 
Siam, = ir 
Hi ‘* p 
r x 
>? -! * = ; 
ha ne a a A a ter 


ADVERTISER'S WEEKLY 


BARGAIN NOTE FOR SPACE-BUYERS 


UNIQUE 
LOW-RATE PUBLICATION 
Reaches A and B Consumers 


by “DIRECT MAIL” 


The London Weekly Diary of Social Events 
covers a Top-Grade Purchasing Potential 
with a Depth of Penetration Unequalled 
by any other Publication 
SPACE-BUYERS ! if you have quality goods to sell, 


here is a first-rate opportunity. You can place your clients’ 
advertising right in the pocket of the man or woman who wants 
his sort of product—and at bargain cost. For the London Weekly 
Diary of Social Events is unique of its kind. It has an exclusive 
circulation among influential people, both at home and from over- 
seas, who are out to spend money. It is distributed as a goodwill 


service. Its period of readership lasts for full seven days. This 
is how it works: 


CIRCULATION The London Weekly Diary of Social Events contains 
sight-seeing hints and a table of entertainments and events for every 
weekly period. Each week it is purchased by leading hotels, restaurants, 
clubs, banks, transport and government offices, and large commercial 
and industrial organizations. From these strategic vantage points it is 
mailed and distributed to visitors from the provinces and overseas as 
well as influential Londoners. Its circulation covers a specialized section 
of the A & B consumer market in all parts of the U.K. 


READERSHIP Because of its unique seven-day news value, the 
London Weekly Diary of Social Events literally keeps your clients’ 
advertisements in the consumers’ pocket for at least one week. It is read 
from cover to cover continually during that period. Moreover, it 
catches short-term visitors who would not otherwise have the time to 
absorb advertisements appearing in the unfamiliar London papers and 
magazines. In this way, the London Weekly Diary of Social Events offers 
an exclusive approach to a large section of this year’s rich Festival market. 


SPACE BOOKING Space is surprisingly cheap. And for the depth 


of penetration achieved it is a real bargain. Fora full break-down of 
rates and sizes write or telephone to: Reginald Harris Publications 
Ltd., 12 Stanhope Row, Mayfair, London, W.1. Grosvenor 3879. 
Summer booking should be 

placed early. 


THESE STRANGERS to 
London have seen the Harrods 
advertisement in the London 
Weekly Diary of Social Events 
which they picked up in their hotel 
lobby. Elsewhere, all over Britain 
people are being presented with 
copies of this unique publication 
at Embassies and business offices, 
on trains, ships, and aeroplanes. 
And influential business men are 
finding it in their morning mail. 
This tremendous depth of effec- 
tive penetration is now being 
offered to space-buyers at econ- 
omical rates. 


Advertiser's Announcement 
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REVIEW OF PACKAGING 


Sex On The Soup Tin 


By RONALD VICKERS 


NE of the joys of package 
design is that one can tie 


up the product so closely 
with sex-appeal that the reader 
will be unable to separate the 
two in his mind. 

Yet this advantage has hardly 
been exploited. The most one sees 
are the pretty faces on the 
shampoo packets and the shapely 
legs on some of the silk stocking 
packs. 

Imagine a house- 
wife engaged on 
her morning shop- 
ping. On the shelf 
at the grocers there 
is a tin of soup 
labelled “Appetite 
Soup.” Perhaps, 
to assist her imag- 
ination, it shows a 
bowl of the pre- 
pared food ready 
to eat. Then sup- 
pose that nearby is 
another brand of 
soup. This one 
makes absolutely 
no demands on 
her imagination 
at all. On the label 
is a picture of 
a homely but very 
attractive housewife bearing in 
her hands a bowl of soup. Will 
she not want to identify herself 
with the glamorous lady on the 
label—by buying the soup? 

What can be more certain of 
success than an intelligent linking 
together of the product one 
wishes to sell and a flattering 
representation of the person one 
hopes will buy it? 

- * * 


To THE POLITICALLY minded 
the Co-ops are an issue of social 
and economic significance; to the 
majority of housewives they are 
either a good place to shop or 
not a good place to shop. It is 
the housewives’ viewpoint that 
concerns us here. 

The Co-operative Wholesale 
Society's range of products covers 


(Keystone photo 


on the list for 
(See page 214.) 


High up 
re-design? 


Marmalade 


“Refreshingly 


practically the whole list of 
items that can appear on a weekly 
grocery bill. What an opportunity 
for using packaging as a weapon 
to build prestige and create an 
overwhelming atmosphere of 
quality! 

But while opportunity knocks, 
the C.W.S. slumbers. 

Surely it would be a simple 
thing to devise a trademark that 
would look as though the C.W.S. 


SPECIAL FRUIT STANDARS 


TALL O08 seREET MAN CHE 


(Keystone photo 


different from most of the C.W.S. 
designs...” 


were proud of their manufac- 
tures? The letters C.W.S. appear 
in all kinds of panels, diamonds, 
circles, ovals, etc.; sometimes they 
are printed direct on the back- 
ground; sometimes they are 
printed in one type face, some- 
times in another. There is abso- 
lutely nothing about the way this 
trademark is reproduced to sug- 
gest that the Co-op attach any 
prestige to their name, or that 
they expect anyone else to do so. 

It may be objected that the 
great diversity of items which the 
Co-op manufactures would make 
the adoption of one style for 
their name inadvisable, if not im- 
possible. Not at all. It could be 
done and it could be done well. 
Size, weight and colour could be 
varied to suit the design of the 
individual pack. 

7 * * 

I po NOT suggest uniformity of 
design in the packs themselves. 
The marmalade label must sug- 
gest marmalade and the tinned 
herrings must suggest herrings. 

To give them credit, they do. 
The modern conception of the 
marmalade label is refreshingly 
different from most of the C.W.S. 
designs; it is clear, clean and 
appropriately coloured. The 
illustration of the half-peeled 
orange is a pleasant change from 
the conventional picture. It is a 
pity that the printing is not up to 
the standard required for realism. 

Other C.W.S. preserves have 
been provided with labels in this 
new style. It may be that this 
range is the beginning of better 


(Continued on page 214) 
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ON THE SPOT 


ADVERTISER'S WEEKLY 


They know what is wanted 


In costing offices co-operating directly with machine shops 
and assembly floors, they know the difference that new plant 
makes in hard figures. Modernisation in plant, equipment 
and machinery (it cannot be too often repeated) is a vital need 
throughout Britain’s factories today. 


The time is rich in opportunity for the makers of capital 
equipment for industry ; and it is up to them to see that the 
argument for modernisation reaches the men who matter. A 
two-pronged campaign is needed. The merits of new plant 
must be made clear in trade and technical journals ; these are 
read by the men on the spot. But it is just as important that 
advertising should reach the executives who make the final 


Industrial Advertising in 


THE FINANCIAL TIMES 


reaches TOP MANAGEMENT certainly 


SIDNEY HENSCHEL ADVERTISEMENT MANAGER 


decisions—who weigh up the hundred and one factors 
involved in capital expenditure. For this purpose there is no 
better method of approach than through THE FINANCIAL TIMES. 
Its great prestige in the highest business circles, and the 
quality of the advertising which it carries daily, give it weight 
with top management unequalled in daily journalism. 
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ADVERTISER'S WEEKLY 


PRINCES PRESS 
¥ PUBLICATIONS 


Cover all important fields of engineering 


THE. 
CONSULTING. 
ENGINEER | 
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4 ; General Advertisement Manager for further information 
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Co-op packaging. If so, let us 
hope that the arrowroot carton 
(p. 212) is high up on the 
list for redesign. And let us 
hope that the new design will be 


| an improvement on the old. So 


| 


often have I seen new designs put 
on the market when for all the 
difference it has made to the 
customer the manufacturer might 
as well have retained the good- 
will of the old pack. Newness 
is not, of itself, a virtue; nor is 
artistic excellence of the kind 
that nobody likes. 

The woman in the shop does 
not give a damn whether your 
packaging is typographically un- 
impeachable and approved by the 
Council of Industrial Design for 
style. Either she likes it better 
than she did before it was re- 
designed—or less. So that the 
legitimate desire to improve the 


| Keystone photo 
This pack would probably lose sales appeal if it were redesigned in a 
more modern style. 


artistic standards of the pack 
should not be allowed to obscure 
the fact that good art and good 
printing are a means to an end 
and not an end in themselves. 

An excellent example of the 
kind of pack that would probably 
lose in sales-appeal by being re- 
designed in a more modern style 
is this herring tin. A really top- 
notch modern design could be 
just as colourful and interesting 
as this picture of the red sails in 
the sunset; but the chances are 
that when modernisation came 
in the door, popular appeal would 
fly out of the window. It 
shouldn't, but it very often does. 

And the moral? Do not throw 
out the pack which your cus- 
tomers have learned to accept 
until you are certain that they, 
as well as vou, will like the new 
one better, 


LAUNCHING A NEW RAINWEAR BRAND 


(Continued from page 206) 


first being a folder type one half 
bearing the advertisement and 
the other a reproduction of the 
Picture Post front cover of that 
issue, and the second a strutted 
card 14 in. x 11 in. bearing the 
advertisement in full colour and 
headed “As advertised in Picture 
Post.” The merchandising depart- 
ment of the publication then sent 
copies of these showcards to all 
stockists of Alligator Rainwear, 
together with window stickers 
reading “Balmain-Alligator Rain- 
wear as advertised in Picture 
Post.” 

Stockists participating in the 
scheme had the opportunity of 
obtaining stereos for insertion in 
their local Press. These consisted 
of 4 in. and 6 in. double column 
advertisements, one in the form 
of a pre-announcement of the 
special display, and the other for 
insertion during the actual week 
of the presentation. 

Some national! dailies and Sun- 
days and women’s journals car- 
ried supporting advertisements 
after the Picture Post page. 

And results? Alligator turn- 
over has been doubled, and the 


old store tradition has been 
broken, at least partly: Alligator 
rainwear production is now sell- 
ing 3-4 months ahead and the 
company feel that they can plan 
their production along more 
economic lines. 


P.R. FOR PEACE 


(Continued from page 208) 


disseminated about policy, pro- 
ducts or services—whatever 


devices may be used in dissemina- 
tion—will stand the test of 
reasoned comparison, criticism 


and analysis. 

Of course, standards of effici- 
ency must match standards of 
integrity. There is no place for 
starry-eyed idealism and wishful 
thinking. Evil propaganda must 
be met and beaten by truth. She 
will always win, but obviously 
her progress to victory will be 
hampered if she is left to 
clamber as best she can from the 
bottom of her well and then to 
hitch-hike her way across barbed- 
wired frontiers. 
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Average Daily Net Sale, 1950 


IRISH INDEPENDENT - - 206,583 


Average Daily Net Sale, 1950 


EVENING HERALD - - -_ 131,822 
Average Weekly Net Sale, 1950 


SUNDAY INDEPENDENT - 377,149 
Top Net Paid Sales in Irish Market 


eT ante 


Advertisement Manager: London Manager: 
—. C. MAGUIRE L. C. BLENNERHASSETT 
INDEPENDENT HOUSE, DUBLIN 118 FLEET STREET, E.C.4—Phone: CEN. 2842 
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MARKETING & ADVERTISING 


U.K. Exporters Underestimate 
France As A Market 


Tora is not a great deal 
of British advertising in 
France at the present time. 

There are not many British 
goods being exported to France. 

This seems to be, not so much 
because of difficulties with 
licences and so on, but a result 
of the tendency of British 
exporters to underestimate the 


importance of the French 
market. 

Without doubt, France is still 
the real centre of Western 


Europe. Other countries look 
to France, with England, to 
show a lead, both politically and 
economically. It is true that 
there is a trend, in many 
SEuropean countries, towards 
‘American goods, and what might 
‘be called the American way of 
Hite. Even in France there are 
some signs of this. Some of the 
taxis are built by a famous 
French firm in the American 
manner. But at heart, the French 
‘still prefer to buy British goods. 
' There is another important 
Xint: Paris is the natural meet- 
ang place for people from all the 
Western. European capitals. If 
Yyou do business in Western 
‘Europe, and appoint, as well you 
tmay, a European supervisor, his 
paul headquarters would be 
n Paris. This leads one to the 
nclusion that France sets the 
‘pace for the rest of Europe, and 
acts almost as a kind of show 
Window for other European 
ountries. Goods which are 
gold, or even known, in France, 
will be readily accepted else- 
here in Europe, so that by sell- 
mg and advertising there you 
are, in fact, doing a job for the 
whole of Western Europe. One 
is often told of the lack of 
prestige from which Britain 
suffers in Europe. I am sure that 
"some of this, at least, is because 
so few British goods are actively 
sold in France. 


More British 
Goods Expected 


You may reply at once that 
licences are difficult to obtain. 
It seems to me that they are not 
so difficult to obtain for a great 
many products—fountain pens, 
woollen goods and shoes, to name 
only a few. There is a distinct 
movement towards the increased 
liberalisation of French trade, 
and as Britain buys a great deal 
from France, this is likely to 
lead to increased British exports 
being allowed. Sales agents will, 
of course, be familiar with the 
necessary formalities. Other 
sources of information are the 
C.R.E. of the Board of Trade in 
London, the Franco-British 


Chamber of Commerce in Paris 
and the F.B.I. representatives in 
Paris, to name but three. 

If you tackle the French 
market it is worth remembering 
this salient factor. For im- 
ported goods the main market 
is a quality one, which means 
that its size is limited. The 
number of really wealthy people 
in France has decreased since the 
war as in many other countries. 
But there are still a great many 
who can afford to pay for the 
best. To them British quality is 
all-important. Therefore, while 
gross sales may be small, mar- 
gns of profit can be high. This 
market depends largely on adver- 
tising, for which the margin is 


Import licences are not 
as difficult to get from 
the French authorities as 
many people imagine. 
Our contributor, who has 
just returned from the 
country and found it still 
the centre of Europe, 
wonders why so few 
British goods can be 
bought there. 


T 


also high, and it is a market of 
which British exporters can 
obtain a good share. 

On the other hand, the mass 
market will consist of the great 
middle class. Here imported 
goods may find sales difficuit 
since price is such an important 
factor. The French bourgeois 
has always been underpaid and 
value for money is, therefore, 
his prime consideration. This 
means that it would, therefore, 
be necessary to manufacture 
locally to be successful in this 
market, and there is no reason 
why a great many more British 
products should not, in fact, be 
made under licence in France. 
Those that are, and several 
British household names are 
among them, enjoy a_ steady 
and profitable sale—in some 
cases being leaders in their field. 

If you do decide to sell in 
France and wish to advertise, 
you will find ample facilities. 
There are many good French 
advertising agencies, who will 
work with a British agency or 
direct with a manufacturer. It 
is essential to use a French ad- 
vertising agency because their 
knowledge of the approach to 
the market, media conditions 
and particularly copy appeal is 


something which a _ foreigner 
cannot easily acquire. Some of 
the agencies are well-equipped to 
carry’ out all the services to 
which British advertisers are 
accustomed, and their standard 
of creative work is high. 

As regards media: Direct 
mail is an effective and inex- 
pensive way of selling imported 
goods in France. 

Although there are no French 
commercial radio stations at 
present, France can be covered 
by such continental stations as 
Luxembourg and “Monte Carlo. 
There is pretty complete cinema 
advertising coverage and also 
bill posting. 

It is, however, with the French 
Press that | would like to deal 
in a little more detail—not to 
attempt to give a complete 
picture but to. state some 
opinions to help British adverti- 
sers to interpret recommenda- 
tions from French agencies: If 
important publications are 
omitted, I apologise in advance: 
This summary is intended as a 
general guide. Greater detail is 
available in the supplement pub- 
lished by ADVERTISER'S WEEKLY 
(March 29, 1951) 

The French Press can be 
divided into four main divisions 

‘the Paris newspapers, the pro- 
vincial papers, the magazines and 
the trade Press. 

The Paris daily newspapers are 
both political and non-political, 
and of the non-political ones, 
three are mornings, three are 
evenings and in addition there 1s 
a sporting paper, L’Equipe, two 
racing papers and two financial 
papers. The three morning 
papers are the Figaro, with a 
“quality” readership, a circula- 
tion of over 350,000 and a strong 
provincial coverage; the Parisien 
Libéré, with a circulation of 
nearly 500,000, and a strongly 
middle class Parisian readership; 
and L’Aurore with a circulation 
of over 300,000, perhaps more 
read by men than women both 
in Paris and the provinces. The 
three evenings are France-Soir 
with a circulation of over 650,000, 
which goes to nearly all the large 
provincial towns as well as Paris: 
the more exclusiVely Paris paper 
Paris Presse, which has a circula- 
tion of over 300,000, and Le 
Monde with a circulation of 
about 165,000—but of good 
“class.” 

The political papers of Paris 
are mostly morning papers, and 
the one with the largest circula- 
tion is the Communist 
L’Humanité (219,000). Franc 
Tireur has a slightly smaller cir- 


culation. and is anti-Communist 
but still extremely left-wing. 
Ce Matin is the de Gaullist paper 
with about the same circulation, 
and La Croix is a Catholic daily. 
La Liberation is of a “reddish” 
tinge, and Le Populaire is 
Socialist. L’Aube represents 
M.R.P. (Christian Socialist). 

In general, the non-political! 
Papers are the more important, 
and the evenings tend to be more 
middle class than the mornings. 
The political papers often have a 
high proportion of subscribers. 

There are also three large cir- 
culation weekly papers published 


By H. Deschampsneuts, 
Manager, Overseas] Depart- 
ment, F. C. Pritchard, Wood 

& Partners Ltd. 


in Paris, which have, it would 
seem, an excellent middle class 
coverage. They are distributed 
in Paris and throughout the 
provinces and havea very popular 
appeal. They are France- 
Dimanche, Ici Paris and Samedi 
Soir, and have circulations of 
over half a million. 

The second group of French 
media is the provincial Press 
which has an aggregate circula- 
tion higher than that of the Paris 
papers. There is not space 
enough, unfortunately, to give 
details. 

The third group of French 
media are the magazines. These 
fall into a good many groups, 
the first being of general interest 
to all. Of the weekly ones in this 
class, Paris Match has had a great 
success, reaching a circulation of 
300,000. France Illustration is 
another in this class, with a 
smaller circulation but of excel- 
lent “class.” In the monthly field 
there is Realités, a real luxury 
magazine, and of course 
Sélection, with its three editions 
of Paris, the Provinces and the 
Intercontinental. 

There are, of course, a great 
many others in this and other 
fields. In the women’s sphere, for 
instance, you all know the luxury 
monthly ones like Vogue, and 
Femina and Album du Figaro to 
name only three. Then in the 
good class monthly field one 
should remember Modes et 
Travaux, particularly for its great 
coverage of the provinces (it has 
a circulation of over 700,000) and 
Jardin des Modes which has per- 
haps more of a Paris coverage. 
In the weekly field there is Elle, 
with half a million circulation, 
and Marie-France, which again 
has a good provincial coverage.. 
And you must not forget Le 
Petit Echo de la Mode with a 
circulation of a million and a 
half. In the lower class field 
there are five weekly magazines 
which between them will reach 
some two million people, namely 
Confidences, Intimités, A Tout 
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to what is new im Men’s Textiles 
and Clothes 


THE BRITISH WHOLESALE AND EXPORT MAGAZINE 


In the coming months men’s textiles and clothes will continue to occupy a key 
position in the van of Britain’s drive for full industrial recovery. 


More and more British cloth and clothes will be sold in an increasing number 
of the world’s markets. 


To achieve this salesmanship of the very highest order will be essential. 


CLOTH & CLOTHES represents the acme of efficient salesmanship. 


Through CLOTH & CLOTHES British men’s merchandise can be presented to 
every corner of the Globe, illustrated in full colour and black and white, coupled 
with a shrewd selling commentary by journalistic experts in this field. Certain forthcoming editorial 


With translations in five languages, CLOTH & CLOTHES is a vital stepping features may tle up with your 


stone on the road to increased wholesale and export business. In fact it is good clients advertising campaigns. 


for Britain’s business . . . your clients’ business . . . your business. Full details sent on application. 


Specimen copy and advertisement rates on application. 
Subscription: £1 10s. for one year. 
£3 for three years. 


CLOTH & CLOTHES - 139/143 OXFORD STREET - LONDON : WI 


TelephonesGerrard 5776 Telegrams Kamsin, London 
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| EXPORT MARKETING 


DURHAM | Coaititeeaiill te. Manes 


Are Also Going Up 


Current events, affecting market conditions and adver- 

tising facilities overseas, are featured in this selection from 

reports sent to the British Export Trade Advertising 
Corporation from its associates abroad. 


EUROPE 


@ The Durham coalfield is one 


of the biggest coalmining 
areas in the country. There 
are 118,988 miners all enjoy- 
ing better pay and better 
conditions here in this revo- 
lutionised industry. 


The population of County 
Durham is one of the most 
concentrated in the world. 
The DURHAM COUNTY 
ADVERTISER Series covers 
1,417,455 men and women— 
potential buyers for your 
product ! 


There are two new towns 
being built in the county: 
Peterlee and Newton Ay- 


Belgium: A number of journals 
are increasing their advertising 
rates. The daily, Het Laatste 
Nieuws, has raised the rates for 
commercial advertising from 28 
to 30 frs. per line of 55 mm. At 
the same time circulation is 
stated to have gone up from 
302,000 to 315,000. 

* * * 


The daily, L'Indépéndance de 
Charleroi, has discontinued its 
rating per millimetre and has in- 
troduced a rate of 12 frs. a line 
for its commercial advertise- 
ments. 

7 * 


The women’s page in La Libre 
Belgique has been developed into 
a supplernent which appears to 
be meeting with some success. 

Publicontrol, Brussels. 
* * . 
France: A noticeable increase 


in the use of radio for advertis- 
ing is a feature of the latest 


percentages of the production 
index of 1936. 
. 7 ‘  * 

The export target for the 
German coal industry has been 
fixed by the International Admin- 
istration for the second quarter 
at the same level as for the first 
quarter, 6,200,000 tons, in spite 
of the increasing coal crisis, 
which is depriving German indus- 
try of fuel. 

* * * 

ECA has granted another 
credit of $16 million to Western 
Germany; $9 million will be used 
for the purchase of raw sugar, 
$4 million for freight charges, and 
$3 million for tobacco imports. 

* * * 

In 6,385 towns and villages of 
the West German Republic there 
are now 36,262 outdoor sites. 

Carl Gabler G.m.b.H. 
* * * 

Holland. Owing to a rise in 
production costs and in the price 
of newsprint, an increasing num- 


: A ber of Dutch journals are raising 
cliffe. Much is expected of hee trends. Beside Radio Luxem- a en twat : 
these building experiments | <=> bourg, Radio Monte Carlo their advertisement rates. 


in this highly industrialised 
area. One thing is certain: 
there will be a new market— 


for your goods ! 


At the University of Durham, 
there are 4,260 students 
These young men and women 
will leave the University to 
take over important jobs in 
the higher-income groups 
Here is potential spending 
power. 


Tt 


RUSSELL CHAMBERS, MERRION STREET, 
LEEDS 2. Tel: LEEDS 24998. 


Advertise in 


DURHAM COUNTY 
ADVERTISER SERIES | 


(NET SALE 57,567 ABC) 


if you want to sell your goods to Durham County 


ERNEST LUMSDON : London Advertisement Director 


167-170 FLEET STREET, LONDON, E.C.4 
Leeds Office 


WESTMINSTER PRESS PROVINCIAL NEWSPAPERS LTD. 

CENTRAL 3265 
Manchester Office 

MIDLAND BANK HOUSE, 26, CROSS STREET, 

MANCHESTER 2. Tel: BLACKFRIARS 3930. 


and Radio Andorra, French 
announcers are making use of 
Radio Tangiers and Radio Saar- 
bruck. 

* - 


Some daily newspapers which 
had hitherto borne part of the 
local French taxes on advertising, 
have now decided to charge the 
entire tax to the announcers. 

Publicis (France) Ltd. 


* * * 


Germany: The trend towards 
liberalisation of foreign trade has 
come to an abrupt stop, follow- 
ing extravagent use by importers 
of the freedom introduced a few 
months ago by the Ministry of 
Economics and the consequent 
shortage of foreign currency. 
German exports are themselves 
likely to be affected by these 
import restrictions. 

* * ~ 


The German chemical industry 
has made considerable progress 
in the past two years and is now 
the second largest German export 
industry. The production index 
has risen from 51 in the first six 

months of 1948, to 129 in 1950. 
The production capacity limit set 
by the Allied Governments has 
now been reached. 

* * * 


The production index for the 
whole of the Western German 
Industry shows a decline from 
130 in November 1950 to 122 in 
December and 117 in January 
1951. These figures represent 


It is expected that these in- 
creases, as well as the shortage 
of raw materials, will have an 
adverse effect on advertising 
budgets and on the total adver- 
tising turnover of 1950, which in 
general was considered a good 
year. It is also expected that 
imports, and therefore advertising 
for imported goods, will decline. 

* * * 

The deterioration of the Dutch 
economic situation has prompted 
a number of campaigns to stimu- 
late home market consumption. 
Thus, the brewers have launched 
a fresh campaign for beer, with 
the slogan: “Beer is best again.” 
Other schemes promote fish, 
vegetables, butter, milk; even 
bakers are planning an “eat more 
bread” campaign, although wheat 
has to be imported from dollar 
countries. From the point of 
view of national economy, in- 
deed, an “eat less bread” cam- 
paign would be better advised. 
Collective campaigns for National 
Savings and for Life Insurance 
are also in progress. 

* ” 

In the April Bulletin, the para- 
graph regarding De Telegraaf and 
Het Nieuws van de Dag should 
have stated that these two dailies 
(one morning and one evening) 
now have a combined circulation 
of 100,000. 


B. Knol, Rotterdam. 

. ~ a 
Switzerland: The latest edition 
of Schweizer Reklame, the 
official organ of the Swiss adver- 
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ONCE MORE-— 


TIME MARCHES UP! 
1950 “auth, 


During 1 —for the ni year in succession—TIME International carried 
siet 
a greater volume of advertising than ever before:.2792 | pages of advertising 


addressed to the world’s best customers and prospects for practically every- 


thing. This new high in TIME International’s.advertising volume... 


$40 1959 222 
-+. represented 60T nae campaigns during 1949 aa of them new to TIME 


46 
Internationa!) placed by aot advertisers from 17 different countries—surely a 


true measure of export advertisers’ confidence in... 


THE WEEKLY NEWSMAGAZINE OF THE WORLD 
, DEAN STREET, LONDON, W. 1 


ATLANTIC © PACIFIC © LATIN AMERICAN *®* CANADIAN 
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ADVERTISER’S WEEKLY 


EVERY WOMAN WHO READS 


ae 


ASS 


CONCENTRATE 


ABC sales 281,324 copies a month 


Type area 8}°°x 6" £204 a page 


Advertisement Manager 


S H BOWDEN, Stitcheraft Ltd. 


Great West Road, Brentford 
Middlesex. EALing 6283 


YOUR ADVERTISING 


ON WOMEN WHO MEAN BUSINESS 


Exclusively represented by 


JOSHUA B. POWERS LTD. 
14 Cockspur Street, London, $.W.1 


Priestleys 


OF GLOUCESTER.“ _ 
LONDON TEL: TRA 4277 


(NEWS) 
OPSA DATA 


RATES IN 
ISRAEL 


4 sudden and drastic increase in 
rates has been issued by 


HAARETZ 
DAVAR 
HABOKER 


YEDIOTH CHADASCHOTH | 


SHALOM 
formerly 


ISRAEL TRAVEL NEWS 


Ask us for particulars 


All Particulars on Middle East Press from 
GEORGE YOUNG 

OVERSEAS PUBLICITY & SERVICE AGENCY I? 

0. Fleet St.London.£.04 Cen. 549467870 


| customers. 


7H 
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| XPORT MARKETING 


Continental Rates Rising—continued. 


tising association, discusses the 
problem of Swiss publications 
which are refusing orders unless 
they are for 4 or 4 pages. This 
practice, it is suggested, is dis- 
rupting advertising in Switzer- 
land, as the booking of large 
spaces for one or two media 
prevents the use of other journals 
necessary to reach all consumers 
without disproportionately large 
advertising appropriations. 

* * 

The authorities of the famous 
holiday resort of Montreux have 
informed advertisers that a tax 
of 4 per cent will in future be 
levied on all invoices presented 
to these authorities, the money to 
be used by the Tourist Office to 
attract more visitors to the dis- 
trict. The Federation Romande 
de Publicité has protested. 

* * * 


Publicitas have compiled a 
comprehensive list of the most 
important Swiss dailies with 
details regarding circulation, size, 
mechanical requirements and ad- 
vertising rates. It appears from 
this that the daily with the largest 
circulation in Switzerland is the 
Ziirich Tagesanzeiger, with 
124,184 daily. Second comes the 
Tagblatt der Stadt Ziirich, with 
82,000; and third the Feuille 
d’Avis de Lausanne with 75,300. 
These are largely popular organs; 
the “quality” daily, Neue 
Ziircher Zeitung, has now a Cir- 
culation of 67,000. 

* * + 

The Swiss Industries Fair at 
Basle was once more a notable 
success, 2,250 exhibitors having 
taken part. Heavy industries, 
a machine tools, textiles, 
the clothing industry, watch- 
making and the graphic arts were 
amongst those most prominently 
represented. The activity of Basle 
as an industrial centre was further 


| emphasised by the traffic in the 


river port of Basle, which has 
grown in the space of one gener- 
ation from 16.000 tons in 1920 
to over 3,500,000 tons in 1950. 
Publicitas, Lausanne. 


* 
AFRICA 


Egypt: As a result of better 
popular education, the circulation 
of the Egyptian Press has risen 
considerably since before the 
war. This increase has also 
favoured the foreign language 
Press circulating in Egypt. 
Statistics show the comparative 
figures as follows: 

1939 1950 
300.000 
450,000 
80.000 


Arabic dailics . 
Arabic weeklies . 
Arabic monthlies 
Women's Arabic publi- 

cations, monthlies 

and bi-monthlies .. arn 
European dailies a4 
European weeklies 


25,000 
55000 
35.000 
Alfred D. Matta. 


* 
AMERICA 


U\S.A.: Increasing use is being 
made of direct mail advertising, 
as the best and most economic 
way to reach specific groups of 
Lists of every con- 


ceivable type of prospects, 
arranged by business or industry, 
by profession or trade, by income 
or inclination, by state, town, 
county or section, are now avail- 
able. Well prepared direct mail 
campaigns are reckoned to draw 
from 5 per cent to 20 per cent 
returns from the right lists. 
American advertisers are using 
direct mail especially for “close- 
range” target selling. 

Edward W. Robotham & Co. 

* * * 

Brazil: Advertising rates appear 
to be provisionally stabilised in 
Brazil; at least, no new increases 
have been reported recently. 

* ” * 

Public relations are playing 
an increasingly important part in 
Brazilian advertising. One well- 
known agency has just appointed 
a well-known public relations 
specialist to take charge of 
several important U.S. accounts. 

* ~ * 

A number of large undertak- 
ings have recently left their 
advertising agencies and estab- 
lished publicity departments of 
their own. These firms include 
the Real Transportes Aéreos S.A. 
(Airlines), Cassio Muniz S.A. 
(General Motors’ Distributors) 
and the well-known hat manu- 
facturers, Fabrica de Chapéus 
Ramenzoni. 

~ * * 

The American motor car in- 
dustry is making a strong bid for 
the Brazilian market, which has 
recently been a useful outlet for 
British cars. The Studebaker 
Company of Brazil has launched 
a new institutional campaign, 
using 5 columns x 30 cm. adver- 
tisements in the daily Press. The 
campaign is being handled by 
— de Publicidade Norton 
_tda. 

Orion Publicidade Ltda. 
oe ~ x 


Venezuela: That the aggressive 
advertising methods used by 
U.S.A. exporters are not always 
looked on favourably in South 
America is shown by an exchange 
of correspondence following the 
advertisements of a U.S. airline, 
publicising air cargo services. The 
ad. showed “natives” in loin- 
cloths, huddled around a pot, 
boiling North American lobsters. 
The caption read, “Thanks to 
Clipper Cargo—I've Changed 
The Menu.” 

Numerous local correspondents 
informed the company that it 
was not the civilising advent of 
American Airlines which stopped 
Venezuelans from feeding them- 
selves on missionaries’ flesh! 

* ” * 

Latin Americans have also 
noted with marked disfavour the 
sneering references to the sup- 
port, mainly moral, given by 
Latin American republics to the 
U.S. action in Korea. British 
advertisers have generally been 
more tactful in their approach to 
the touchy Latin American 
market. 
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ore 

Blindfold 
auying 

in India! 


X: LAST you can conduct a full-scale, 
13-language national campaign in India, 
Pakistan and Ceylon, and know. . . without 
guesswork, without doubt .. . exactly how many 


readers you get for each advertising rupee you spend. 


More than 125 leading publications in India, Pakistan 
and Ceylon are now members of the ABC, their circulations 
subject to re-check at any time by ABC-appointed auditors, 
and passed on as half-yearly confidential certificates 
to ABC members. 

If you advertise in India, Pakistan and Ceylon, choose 
ABC-certified publications — and know what you're buying! 


ADVERTISING \ 
NARAGER 


AUDIT BUREAU OF CIRCULATIONS LTD. 


Mubarak Manzil, Apollo Street, Fort, Bombay. 


Unafraid to tell the truth about their circulations, the following publications are members of the ABC :— 


Aj, Akati Patrika, Akhand Anand, Amrita Bazar 
Patrika, Ananda Bazar Patrika, Anandavani, 
Ananda Vikaten, Andhra Patrika, Andhra Prabha, 
Aryavarta, Astrological Magazine, Atom, Begum, 
Bharat, Bharat Jyoti, Biswin Sadi, Blitz, Caravan, 


dard, Hitavada, Hyderabad Bulletin, M[lustrated 
Weekly of India, India, Indian Express, Indian 
Nation, Jai Hind, J: bh i, Janshakti 
Kalki, Bharat, Sakal, Samyukta Karnatak, Sansar Sama- 
Kumudam, Linkadipa, Leader, Lokasatta, Loka char, Sangam, Satyayug, Searchlight, 


Orient Illustrated Weekly, 


Journal and Agriculturist 


Planters 
Pradeep, Prajamata, 


Pioneer, 


Prajavani, Pratap, Pravasi, Preet Lari, Sachitra 


Jugantar, Jyotsna Kalaimagal, Kesari 


Silumina 


Ceylon Daily News, Chitra, Chitralekha, Current, 
Daily Observer, Daily Zamindar, Deccan Herald, 
Deepika, Desh. Dharmayug, Dinamani, Dinamani 
Kadir, Dinamira, Evening News of India, Eve's 
Weekly, Free India, Free Press Bulletin, Free 
Press Journal Gundoosi, Hindu, Hindu (Hindi), 
(Sindhi) , 
Hindustan Hindustan Times, Hindusthan Stan- 


Hindustan Hindustan (Gujerati), 


satta (Sunday), Lokamanya, Loka Sevak, Maha 
koshal, Maha-Rashtra, Mail, Malayala Manorama 
Malayala Raiyam, Manohar Kahaniyan, Mathru 
bhumi, Maya, Milap, Nagpur Times, Nationa! 
Herald, National Standard, Navabharat, Nava 
bharat Times, Navarashtra, Navshakti, Nawa-I 
Wagqt, Nutan Saurashtra, 


Onlcoker, Organiser 


Sinhala Jatiya, Shama, Shankar's Weekly, Sport 
& Pastime, Statesman, Sunday Illustrated, Sunday 
Observer, Sunday Standard, Sunday Sakal, Sunday 
Thinakaran, 


Bharat, Te) 


Swadeshamitran, Swarajya, Tarun 

Thanthi, Times of 
Ceylon, Times of India, Tribune, Vasant, Vikas, 
Vir Bharat, Vishwamitra, Vividha Vritta, Vyapar 


Thinakaran, 
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AVERAGE for 6 MONTHS ended DEC. 31, 1950 


IN EXCESS OF 


45.000 


COPIES PER DAY 


LEICESTER 
EVENING MAIL 


ee eer T 


COVER SWEDEN 


THROUGH 


A&A 


In Sweden A & A magazines have 
a combined net sale of 1,674,994 
copies—77 % of the total number 
of homes (2,174,379) 


LONDON OFFICE 


FRANK L.CRANE 


69 FLEET ST. €.C.4. PHONE: CEN.2811 


245 VAUXHALL BRIDGE ROAD, S.W.1 


_ Design, Copywriting, Print, Display & Photography 


* 


DESIGN FOR SELLING 


* 


Please contact Group Director, W. Warner 
ASTRAL ARTS GROUP LIMITED and Associated Companies 


* 
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HOW AD. FILMS CAN HELP 
YOU IN BELGIUM 


By Maurice Aubry, 
Managing Director, Belgique Cine Publicite S.A. 


BOUT 114 million Belgians 

go to the cinema every year; 
that is to say, each Belgian 
averages 1} visits a month. 

This high rate is largely due to 
the great cinema density in the 
country, with 86 seats per 1,000 
population. Of the total of some 
1,400 35-mm. cinemas, 

120 serve Brussels and district; 
74 serve Antwerp and district; 
80 serve Charleroi and district: 
81 serve Liége and district; and 
33 serve Ghent and district. 

The regular cinema public, in 
Belgium as everywhere else, is 
composed mostly of women (ap- 
proximately three-quarters). 

Advertising features are shown 
either during the interval in a 
partially lighted hall, or at the 
end of the news-ree] in darkness. 
Managements of cinemas are 
becoming more and more con- 
scious of the financial importance 
of advertising contributions and 
are constantly improving the 
conditions of presentation. 

The average length of adver- 
tising films is from 50-130 feet 
(1S-40 metres). They are nor- 
mally made up of little sketches 
designed to catch the spectator’s 
attention and then to present the 


product. Charges are made ona 
metre - cum - hall - cum - weekly 
basis, the halls being classified 


according to their standing, their 
capacity and their importance in 
the neighbourhood. 

The halls are all affiliated to 
one or other of five firms each of 
which holds the monopoly of a 
certain number of cinema 
theatres and is responsible for 
direct distribution to them. The 
circuits controlled by Publi-Ciné, 
Belgique Ciné and Ecran Publi- 
cité have concluded a distribution 
arrangement. under which they 
offer their clients a common list 
of theatres at proportionately 


Because there is a heavy 
concentration of cinemas in 
Belgium and because the 
Belgian people go to see 
films very regularly, cinema 
advertising has _ consider- 
able penetrati Audi 

selection is made easy by 
co-operation of the circuits. 
Any number of cinemas can 
be used in all parts of the 
country. This article reviews 
briefly the facilities avail- 
able in Belgium and pin- 
points the potentialities of 
a comparatively new colour 

process—Gevacolor. 


regions, and to distribute his pub- 
licity in accordance with a fixed 
programme. 

Films can be made either in 
black and white or in colour. For 
the latter, two processes are in 
actual use—Technicolor and 
Gevacolor. 

The possibilities of Gevacolor 
are, I think, of considerable in- 
terest. It is a process evolved 
by a Belgian firm, Gevaert of 
Antwerp, and its quality is such 
as to offer great possibilities to 
advertisers for the reproduction 
of their publicity material. Geva- 
color is produced in the Dasson- 
ville Laboratories in Brussels. 
Gevacolor has launched from 
Brussels an industry which 
promises to become international. 
Chief advantage of this process 
over others lies in its great sim- 
plicity of use and speed of execu- 
tion. As it is a “direct” colour 
impression process, it is as easy 
to make as the ordinary black 
and white film. No special 
camera or screen adjustment are 


decreasing rates. The other two 
firms are Vandam K. H. and 
Publifor. 


necessary, and the difficulties of 
laboratory treatment are reduced 
to a minimum, 
; ‘ The relatively large number = 
? g rms specialising in cinema pub- 
Accurate Audience licity in Belgium is —< of the 
. . place held by cinema advertising 
Selection Possible in this country. Each year new 
Cinema advertising in Belgium advertisers adopt this medium— 
has been enjoying a constantly and remain faithful to it. (Inci- 
growing development. It is used dentally, one of the major users 
by all categories of advertisers, of cinema publicity for all its 
| because the range of available various products is the Lever 
| theatres allows of a quite meticu- Group.) 
lous selection of clientéle. The Finally, one seemingly obvious 
| advertiser can, in fact, choose warning: An advertising film in 
in each circuit the theatres which Belgium must, on account of the 
interest him, and he thus has the __ linguistic zones of the country, 
chance of selecting not only the be made in two versions—French 
category of client. but also the and Flemish. 
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Photographic Enlargements 
__in all sizes up to 80 sq. ft. in one piece 


The Auneuys Co. Ltd., Brownlow Rd. 
London, W.13 EALing 269!1-2-3 


REGINA STUDIOS (SIGNS & DISPLAYS) LTD 
27, BOSTON ROAD. HANWELL W? 
fai 9308 


ail Enquiries B Produ : 
Guaranteed Service in the Fullest Sense 


i 


; a 
ADVERTISER'S WEEKLY 224 FC q 

: GO ot —— 

-. Est spt »' ee 

7 = i | 

ia 

te PRE ERIO g apeen en OEE BT 

% A AHLEN 8 AKERLUNDS FORLAG ce 

F cn | 

on $ MAGAZINES : 

yEcKo jourt FLD 2 | 

ri DAMERNAS Nice . 

: WECKO RET 

ts LA wove ih a SS SSS ‘ 

f BOWNIERS Leen rents 

a ee | 

_ | = : 

—— 

es es Pe : 

ay . A 

Rus 

x 

4 — | a 

ae om 

: 3 eee 

, 


Aon x 
VT 


REE 


Oe ge oe menting tee “eereem ant Menara ’ may 195! 
ay 


Sadety of teeciage tae Site, tte Sage Liman Pemmalieen & 2 
en ee 


<I 
ye oe ee eg 


SOUTH AFRICAN HOTEL INDUSTRY 


RECEIVES STATE LOAN 
AN OPPORTUNITY FOR BRITISH MANUFACTURERS 


£500,000 


has been provided by the South African Government 
for the provision of new hotels and for modernising 
and re-equipping existing ones. The July issue of this 
journal will contain a United Kingdom Supplement 
giving details of modern equip and supp and 
will provide an excellent opportunity for firms to link 
up by advertising. 


Rates and details from: 
SOUTH AFRICAN JOURNALS LTD. 
40 NORFOLK STREET, STRAND, LONDON, W.C.2 
Sunlight House, Quay Street, Manchester 3 
Ot ana oo 
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ADVERTISER'S WEEKLY 


WANT TO 
EDEN? 


If you want to cover 
Sweden witha daily 
paper, take a look at 
these figures from the 
Official Swedish News- 
paper Statistics. 
In 40* of the 92 newspaper- 
districts, into which Sweden ‘is 
divided, STOCKHOLMS-TIDNINGEN 
is the most popular of the dailies of 
Stockholm. 
In 19** districts it is as popular as — 
but not less popular than — a few of 
the other 7 dailies of Stockholm. 
In other words: 
In 59 districts out of 92 no other 
Stockholm daily beats STOCKHOLMS- 
TIDNINGEN. 
Let those figures convince you that it is profit- 
able to count upon 


STOCKHOLMS-TIDNINGEN 


* The dark grey sections of the “cover"’ ** The pale grey sections. 
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CAPE TIMES 
CAPE TIMES WEEK-END MAGAZINE 


NATAL MERCURY 
SOUTH AFRICAN WOMAN’S WEEKLY 


RAND DAILY MAIL 
SUNDAY TIMES 
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HOME JOURNAL OF THE SUNDAY EXPRESS 
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SOUTH AFRICAN MORNING NEWSPAPERS 
24 Holborn, London, E.C.1. Tel: HOLborn 4144 
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Essex County Telegraph 


Established 1858 


has been amalgamated with 


Essex County 
Standard 


Established 1831 
* 


**Essex County Standard’’ Series now gives a 
still more complete N. Essex coverage, with no 
change in display rates. 


B. S. WILKINS, ADVERTISEMENT MANAGER 
** ESSEX COUNTY STANDARD” SERIES, COLCHESTER 


LONDON: GEORGE JACKSON, CLIFFORD’S INN. HOL. 3611-2 


Get together at the 


This famous City restaurant offers you =! jad Ne 


a personal welcome and every service. 49 
Telephone your requests to the Manager, 
whether it be to book a table for an BISHOPSGATE 
intimate luncheon or to arrange a cock- E.C.2 
tai] party or reception or evening function 

a LONDON WALL 
in attractive private rooms. The Manager 


will be pleased to send you illustrated \ 6317 


brochure on request. \ 


Le Mow 


essentials to every 

we Rapid reliable service 

features of busin 

built up customer 

helow—Terminus 2691—where you 

com “ALL-IN” SERVICE invaluable. 
find Pang comprehensive | service, ° ~~ 

yf ow we basic data then the Company 

Simply sup 


y hine. 
fea to finished plate ready for your machi 


wick SERVICE 


and Rotaprint Machines 

high quality. Fg 
hic Co 

eI he address 

d immediate 


187 FARRINGDON RD. LONDON E.C.1. Telephone Terminus 269! (4 lines) 
Rathbone 24! 
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Around The World... 


| gg ont patee) Exhibitions for 
International Trade, Inc., 
has acquired a 12-story building 
in New York, N.Y., which will 
become an International centre 
for the exhibition, promotion 
and sales of imports screened in 
advance by the U.S. Marketing 
Council, Inc., an affiliate of 
P.E.LT., to determine their sale- 
ability in the U.S. markets. 

The P.E.1LT. centre offers 
75,000 sq. ft. of exhibition space. 
In addition to this space, salons 
are available for the showing of 
commercial films, lectures and 
special events. The centre will 
have an information office and 
10 sales departments covering 13 
classifications of merchandise. 

This scheme is the outcome of 
studies initiated by U.S.M.C. in 
1948 in an effort to discover prac- 
tical means to help increase im- 
ports into the U.S. by some $100 
million yearly, in accordance with 
directives of the Economic Co- 
operation Administration and the 
economic policy of the USS. 
Government. 

~ . * 

HE American appetite for 

food delicacies is being eyed 
with relish by European countries 
planning their own displays for 
the International Food Exnposi- 
tion to be held in Chicago from 
June 5-15. 

From all indications, it will be 
1 tempting show, with exporters 
from Europe making an enor- 
mous bid to recapture the 
American speciality foods mar- 
ket they lost during World 
War IL. 

This is the first time that the 
National Association of Retail 
Grocers, sponsors of the exposi- 
tion, has arranged for an inter- 
national convention so that 
foreign exhibitors can display 
their products and learn about 
the latest American methods of 
operating reta.l food shons. 

. - 7 

HE shortage of vernacular 

type-faces available in India 
is proving a considerable handi- 
cap to advertisers and agents. 
Commenting on the paragraph 
in “Letter from India” (April 5 
issue), in which the matter was 
raised. Mr. M. H. Broom, director 
and joint general manager of 
D. J. Keymer & Co.. Ltd... who 
has just come back from India, 
writes: 

“Very little help in displaying 
Indian languages has been given 
by the type founders. As long 
igo. as «1942, at an exhibition 
sponsored by the Art in Industry 
movement. a section was devoted 
to designs of a new display face 
for Hind (in devanagari script) or 
Bengali, and a number of entries 
of real merit were received—at 
least four of which were immedi- 


ately practicable from the type 
founders’ point of view. But even 
at this late date—five years after 
the end of the war—no action 
has resulted. 

“In the display of stylised trade 
names in Indian languages, con- 
siderable progress has been made, 
but only in a very small number 
of cases. I recall, for example, a 
universally good presentation of 
the nameplate of The Indian 
Tea Market Expansion Board's 
advertising. 

“Even worse in its effect than 
the failure of more than the few 
to achieve any worthwhile display 
in Indian languages, is the funda- 
mental failure at designing stage 
to allow for the fact that each 
of the many Indian languages 
requires a different area of space 
in which to render a given mes- 
sage with given weight; and as all 
except Urdu require more space 
than does English, the result is 
a welter of advertisements con- 
taining a great mass of crowded 
type. In the case of Malayalam, 
for example, where the equivalent 
with English is roughly 185,100, 
the result can be, and usually is, 
very horrible. 

“The root cause of the trouble 
is that most advertisers only 
study their advertising in one 
language and assume that it is 
looking equally well in all the 
others.” 

* * 
RELIMINARY results” of 
the Indian population census 

now published show the total 
population as 356,891,624 
(183,384,807 men and 173,506,817 
women). 

The census did not take in 
Jammu and Kashmir where 
political conditions prevented 
enumeration. The population of 
this state was estimated at 
4,370,000 on March 1950. Part 
B tribal area of Assam was also 
not included; population here is 
estimated at 560,000. 

This gives an estimated total 
population of 361,820,000, an 
increase of 42,060,000 or 13-4 
per cent over the 1941 census 
figures. 

* * 


ORE than 125 publications 
in India, Pakistan and 
Ceylon are now members of the 
Audit Bureau «¢f Circulations 
Ltd., Bombay. 
* * * 


COMMITTEE has_ been 
elected in India to consider 
the formation of a “Society of 
Advertisers.” Such organisations 
as Glaxo, the Ford Motor Co., 
Firestone, Boots Pure Drug Co., 
Burmah-Shell, and Standard 
Vacuum are among those keenly 
interested. 
There can be no doubt at all 
that such an association § is 
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The Festival of Britain will undoubtedly be recorded in 


the annals of history as a display of the best in English eraftsman- 


ship and skill. In the same way the Nickeloid Studio, opened 
in this Festival Year. and under the able direction of 


Mr. L. E. Aldous, a.R.P.s., proudly offers you all that is best 


in photography plus that unique touch of individuality 


which adds to each job a character of its own, 


NICKELOID sTuodDiIO, WEST STREET, LONDON w.c.2 TELEPHONE TEMPLE BAR O36) 
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Urbs Rure 


Lying in a hollow 
of the hills, Bath is a compact 
city. Take a trip into ‘ Som.’ or 
*Wilts.’, in any direction you 
please, and within a couple of 
miles you’ll find yourself in the 
heart of the countryside. A pros- 
perous countryside, inhabited by 
people who make a good living 
out of some of the best agricul- 
tural land in Britain. 


These people, too, read 
the Bath & Wilts Chronicle & 
Herald. The tally is thus com- 
plete—leisured, professional, in- 
dustrial and agricultural classes— 
the Bath Chronicle reaches them 
all. That is why it is such a 
useful medium for a test campaign. 
And, at 9/- per s.c.i., no large 
outlay is needed to secure the 
information you need. Reliable 
information on which your main 
campaign can be based with 
certainty. 


You're selling to Britain in miniature 
if you’re selling to Bath—through 
the BATH & WILTS CHRONICLE 
& HERALD 


3 The ONLY evening paper printec 

in Somerset. Get full details from * 
The Advertisement Manager 134 Fleet 
Street, London, E.C.4. Telephone : 
Centra! 2767. 


GLOVERS so74e { 


CComsuuf. oN 


SILK’ SCREEN ARTS L™® 


97 SHIRLEY ROAD. CROYDON 
ADDISCOMBE 3147-6 


HIGHEST GRADE SPEEDY SERVICE 
CLEAN & SHARP RY EXPRESS / 


CRAFTSMANSHIP DELIVERY 7 


DAYLIGHT GLOWING POSTERS 


Est. 1908 Phone : Hol. 8641/2 


87/93 LAMBS CONDUIT ST., W.C.1 
Directors : 
George Miall, Arthur Lambert, Percy Millward 
House to House distribution of 
circulars etc. by men under efficient 
supervision. Envelope Addressing, 
Folding, Enclosing, etc. Sandwich 
Boardmen. Street Paper selling. 


Cover 
the Plumbing and 
Heating Trades 


with the foremost 
publication in this 
sphere 


“THE PLUMBER 
& JOURNAL OF HEATING” 


It will be a pleasure to supply specimens, 
rates and full details 


DALE REYNOLDS & CO.LTD. 


32 Finsbury Square, E.C.2 
MONarch 154! 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. BOBINSON 

STUDIOS, LIMITED 

72a Plough Rd., Battersea, $.W.II 
Tel. Nos. Battersea 5300 & 4886 


RENART 


STUDIO LTD 


EALING 3362 
- 4644 
7121 


SCREEN PRINTING 


| Around the World—continued 


urgently needed. It would be of 
inestimable value to members as 
well and would strengthen the 
position of the other associa- 
tions—The Indian & Eastern 
Newspapers Society, The Adver- 
tising Agencies Association of 
India. 
7. * 

N interesting development in 

Latin American journalism 
was the appearance in the 
Caribbean countries just over a 
year ago of a weekly newspaper 
supplement devoted to women’s 
interests. This supplement, called 
Hablemos del Hogar y de la 
Moda (“Hablemos” for short) is 
edited in the United States and 
sent out to the papers who distri- 
bute it by boat. 

A measure of the success of 
this venture is the fact that 
Hablemos now circulates with 
these seven newspapers in seven 
different countries: Diario de la 
Marina (Havana); El Panama 
America (Panama), El Universal 
(Caracas, Venezuela); Diario de 


May 3, 1951 


Puerto Rico (San Juan, Puerto 
Rico); El Diario de Hoy (San 
Salvador, El Salvador); La Nacion 
(San Jose, Costa Rica); and La 
Nacion (Ciudad Trujillo, Domini- 
can Republic). 

London _ representatives are 
Joshua B. Powers Ltd. 

cd * * 


N_ entertaining—and very 

easily digested—promotion 
booklet has been sent out by the 
Dutch paper, Het Vrije Volk. 
Entitled “What others say about 
us,” the booklet (in English), 
gives results of a test inquiry 
based on a random sample of 
2,000 subscribers. 

Here are some of the conclu- 
sions: Of the circulation of 
285,000, 5 per cent are in the 
upper and upper-middle classes, 
30 per cent lower middle, 60 per 
cent upper working and 15 per 
cent lower working class. 

Out of every 20 women, five 
use perfume, six use face powder 
and four use lipstick. 


FRENCH MARKET UNDERESTIMATED 


(Continued from page 218) 


Coeur, Réve and Eve. And so 
one could go on-—those I have 
mentioned are meant to illustrate 
the choice that you have in this 
field. 

Finally there are the trade 
papers covering a very wide 
range of trades, and of very great 
value to all advertisers. It is im- 
possible even to attempt to list 
these journals, but a few names 
may give you some idea of the 
range of them—such as La Vie 
des Transports, Publimondial, 
and Le Journal de la Publicité 
for advertising, L'Air, France 
Illustration, Plastiques Modernes, 
etc. 

Lastly it should not be for- 
gotten that not only do many 
English and American publica- 
tions circulate in France, but 
that there are the three daily 
papers in Paris published in 


English—the Continental Daily 
Mail, and the European editions 
of the New York Herald Tribune 
and the New York Times. If 
you look on the bookstalls, not 
only of Paris, but also of other 
of the larger towns, you will see 
many familiar faces—weeklies, 
monthlies, dailies and Sundays. 

I hope the above will have 
given some idea of the extent of 
the French Press, and the main 
groups into which it falls. 
No oné can hope to know 
it like a Frenchman, and there- 
fore the services of a French ad- 
vertising agency are essential, 
although, of course, there are the 
usual exceptions to this. But the 
advertising facilities certainly 
exist in France and many more 
British firms will, one hopes, 
start selling, and advertising, in 
this market. 


From Pillar 


To—Bombsite 


Outdoor advertising in Germany 

has expanded considerably since 

the war. Many sites on bombed 

buildings now augment _ the 

pillars erected in the streets of 
most towns. 
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—-on JULY oo 


—Your Agency can 
show its creative 
ability to the World 


@ On July 5, Advertiser’s Weekly will publish 
A PORTFOLIO OF BRITISH CREATIVE 
ADVERTISING to mark the International 
Advertising Conference in this Festival Year. 


The object of the PORTFOLIO is to demon- 
strate what its publishers sincerely believe... 
that British creative advertising is as good as 
the best in the world. In this high-grade 
production (a stitched-in supplement to the 
Weekly), British Advertising Agents, large and 
small, are invited to present representative 
specimens of their current advertising. 


Not only will every regular reader of 
Advertiser’s Weekly receive and study this 
memorable publication and souvenir; special 
distribution arrangements are being made to 
ensure that the PORTFOLIO will reach all 
overseas Conference delegates, too. THUS IT 
WILL PROVIDE A MOST IMPORTANT 
BRITISH ADVERTISING ‘SHOP-WINDOW’. 


This PORTFOLIO presents your Agency with 
the finest medium of publicity—and the finest 
means of boosting British creative advertising — 
that has been made available in the past 25 years. 


Already, numbers of leading Advertising 
Agents have booked space. Let this PORTFOLIO 
be truly representative ... 


Book Your Space Now ! 


Fe é zi ¥ $ = & \ 2 

‘48 hile vertiser’s 

Send to-day for fully descriptive W kl 
folder. 
F. H. Carter 


Advertisement Director 
180 FLEET ST., LONDON, E.C.4 


Telephone CHAncery 8844 (15 lines) For 38 years THE ORGAN OF BRITISH ADVERTISING 


Latest A.B.C. net weekly paid sales show Advertiser’s Weekly to have the greatest circulation in the Advertising and Publicity fields. 
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COMMERCIAL BROADCASTING OVERSEAS 
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RADIO IS AUSTRALIA’S ONLY ‘NATIONAL?’ 


By John Hackett, 


SPONSOR, I was told the 

other day, is apt to break 

into a symphony concert 
at any tick of the clock with a 
boring announcement about his 
product. And a play on com- 
mercial radio is liable to be 
interrupted for a similar reason. 
Needless to say, the interruption 
always takes place at a critical 
moment. 

Now it's just humanly possible 
that this sort of thing might 
actually happen somewhere. But 
certainly it does mor happen in 
Australia. 

The usual formula for a short 
length serialised play, for in- 
stance, is: Opening announce- 
ment, a commercial (approx. 100 
words), the episode, then a short 
closing commercial. For a full 
length play there are often com- 
mercials between acts—in other 
words during intervals—but never 
during a performance. And the 
commercial itself is never the 
béte noire it is generally made 
out to be. 


140-Word 

Limit 

The Australian Federation of 
Broadcasting stipulates that no 
commercial may exceed either 
140 words or one minute in 
length. And that minute must 
cover all sound effects, dialogue 
and music. This ruling is strictly 
carried out; should any one of a 
series of recorded commercials 
run overlength—even by a mere 
three or four words—a load of 
useless discs may be left on the 
agency's hands—and a production 
charge will have to be written 
off as agency experience. 

In Australia these shorter 
commercials are very popular. 
Listenership figures prove that 
people are willing to listen to 100 
well-chosen and __ informative 
words—but no more. So one 
seldom hears a 140 word com- 
mercial put over “straight” unless 
it has real news impact. The 
usual method is to “device” the 
commercial so that the listener's 
attention can be established and 
held for the “plug” or sell in the 
pay-off. 

The public does not resent this 
technique, probably because the 
script writers make an honest 
endeavour to be really fascinating 
(or side-splitting) as they lead up 
to the sell. 

Devicing a commercial should 
not be regarded as just sugar- 
coating a pill. Rather it should 
be so interesting that the listener 
is left thinking “that’s one of the 
best I've listened to. Must ask 
Harry if he heard it.” 

There are various forms of 


: who after extensive advertising experience in Australia, 
: came to London some time ago and is now copywriting 


with Mather & Crowther Ltd. 
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devicing. Dramatisation, such as 
introducing a family situation, 
comic cross-talk by a well-known 
radio comedian; leading in with 
an intriguing sound effect; using 
the sonovox treatment (making 
musical instruments “talk”); 
illustrating a story with descrip- 
tive music; and so on. 

Each agency applies to the 
A.F.B. for radio accreditation in 
much the same way as an 
English agency applies for Press 
accreditation. Besides being an 
arbiter of the air, the A.F.B. 
keeps a sharp ear cocked for 
“untoward effects,” as they put 
it. So if you cherish a secret 
ambition to write an Australian 
commercial which leads in with a 
pistol shot and a blood-curdling 
scream—forget it. The A.F.B. 
would not allow it. 

There are many rules and 
regulations to remember when 
scripting a commercial show in 
Australia. For instance, nobody 
must be heard to come to a 
sticky end. Apparently it 
frightens the kiddies. The A.F.B. 
has drawn up.a list of prohibited 
medical words which leaves the 
British Code of Standards stand- 
ing. 

As there is no national Press 
in Australia, advertisers turn to 
radio for Australia-wide cover- 
age. This is effected by networks 
which link up throughout each 
State capital and, from there, 
stretch out across country. Thus, 
a national advertiser can arrange 
for his show to be broadcast over 
as many as forty-odd stations on 
one complete network with occa- 
sional link ups to independent 
country stations for overall 
coverage. (Selection of country 
Stations enables the sponsor to 
pick and choose his audience 
and therefore his market—with 
great accuracy and consequent 
effectiveness. 

Time channels usually prove 
to be one of the biggest difficul- 
ties when lining up a_ national 
sponsored broadcast. It is always 
desirable, of course, to air the 
programme at a peak listening 
period. Desirable—and impos- 
sible. The best of all time 
channels for large family appeal 
shows is 8 p.m. 

A sponsor might be lucky 
enough to book such a time on 
one or two stations throughout 
Australia but, unless he gets an 
opportunity to take over an exist- 
ing national hook-up or time 
channel, he usually has to record 


his session then route the record- 
ings round the various stations 
so that each recording can be 
played at whatever time has been 
booked. 

This method has its advan- 
tages. For instance, when the 
time comes for the commercial 
to be read, it is an easy matter 
to lift the cutting head for a 
second or two then lower i 
again. This leaves a thin * 
of unused acetate. As soon as 
the cutting head has recorded the 
commercial it is again “spiralled” 
or lifted to allow for a second 
track to be left. Now the finished 
disc can be seen to have three 
sections to it. When it is played 
at, say, Wagga, the announcer 
can lift the pick up head over 
the track and into the commer- 
cial which was recorded. Or he 
can quite easily substitute a 
different commercial. 

These local commercials can 
either be read by the station 
announcer, in which case they 
would be a straight plug, or they 
can be a recorded dramatised 
version which fits in with the 
rest of the show. This, of course, 
would be cut in the studio on a 
separate disc before or after the 
show (so that there would be no 
change in voice or general 
atmosphere). 

A recorded show also allows 
for cuts and alterations which may 
be necessary in the case of a 
fluff or a time overlap. 

Finally the quest ion 
of show do people like? 

Australia’s top line show on 
national commercial radio is one 
which heads poll after poll— 
Australia’s Amateur Hour. Re- 
quests for tickets to see this 


what sort 


broadcast pour into the radio 
station day after day, year after 
year. The show consists of one 
very well known compére, a 
pianist and, behind the scenes, a 
host of talent scouts who con- 
stantly scour Australia in search 
of amateur talent. This talent is 
auditioned and, if good, sent to 
Sydney to take part in the show. 
Talent presented on each broad- 
cast is kept as varied as possible, 
of course. 

Week-day radio favourites vary 
more, but community singing ses- 
sions with a breezy compére and 
a guest star, and family serials of 
the home-and-family sort are 
very firm favourites. The latter 
have a colossal listenership. 


Music 
Over Breakfast 


Another idea very popular in 
Australia is the breakfast session. 
Radio stations (both A.B.C. and 
commercial) come on the air 
around 6.30 a.m. A _ breakfast 
session announcer—usually one 
of the station’s star broadcasters 

runs this session until 9 a.m. 
with bright, up-to-the-minute 
music, gags, patter, frequent 
time signals and commercial 
spots, both live and recorded. 

These men can make a lot of 
a straight commercial and it 1s 
surprising what they can get away 
with. One, for instance, broke 
off right in the middle of a 
foundation garment commercial 
to tell his listeners that “these 
corset manufacturers live on the 
fat of the land.” I know that 
was not in his script because I 
wrote it. 

Needless to say, each break- 
fast session announcer has his 
own large and enthusiastic fol- 
lowing, and a commercial spot 
on any breakfast session—especi- 
ally between 7.30 and 8 a.m.— 
has a terrific pull. 


RADIO ROUND-UP 


Restrictions on the 
of recorded 
grammes _ into 
lifted. 


importing 
commercial pro- 
Peru have been 


* 

The Secretaria General de 
Cobierao in Chile has _ issued 
regulations limiting recorded 
commercials to 20 seconds. 
Chilean talent must still be used 
for commercial recordings broad- 
cast in the country. 

* * * 
Started on 
features Bing 
Crosby records introduced by 
Peter Dyneley. Sponsors are 
Pretested Products Ltd., makers 


New programme 
Luxembourg 


of Carter's Little Liver Pills and 
Arrid cream coomerett. 
* 


Recent new bookings on 
Lourenco Marques include 
Brylcreem, Caltex, Eno’s Fruit 
Salts, General Motors, Kellogg's, 
Odorono, Pond’s products, and 
Royal baking powders. 

* ~*~ * 


The new Readi cake 
programme, “Record Mix” 
British Doughnut Co.) _ is 
produced by Sam _ Heppner, 
Mather and Crowther publicity 
manager who officiates in the 
B.B.C.’s_  Housewife’s Choice 
programme. 
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Presenting the Stars 


Gracie Fields, Noel Coward, Sir Thomas Beecham, 
Margot Fonteyn, John Mills, Donald Peers, Richard 
Murdoch & Kenneth Horne, Stewart Macpherson, 
Vera Lynn, Clive Brook, Stanley Holloway, Rawicz 
& Landauer, Charlie Kunz, Alian Jones, Bernard 
Braden, Carroll Gibbons, Anne Zeigler & Webster 
Booth, and from the U.S.A. Humphrey Bogart, 
Lauren Bacall, Alan Ladd, Lionel Barrymore and 
many others. 


f 


For the Sponsors 


Lever Brothers, Wrigleys, Procter & Gamble, 
Cadbury’s, Colgate-Palmolive, Macleans, Dunlop, 
Mars, Shell, Bristol-Myers, Metro-Goldwyn-Mayer, 
Aspro, Philips, Bourjois, Austins, Hovis, General 
Motors, Carreras, Horlicks, Wix, Brylcreem, Liptons, 
and over one hundred other local, national and 
international advertisers. 


To the World 


United States, Canada, South Africa, Australia, New 
Zealand, Luxembourg, France, Germany, Brazil, 
Ceylon, Hong Kong, Singapore, Trinidad, Jamaica, 
Barbados, Bermuda, British Guiana, and in most 


other places where the spoken word is at the 
advertiser's service. 


TOWERS OF LONDON am 


* 


LONDON 
84 Hallam Street, W.! 
Cables : TOWLON 


NEW YORK 
37 W 46th Street, N.Y 
Cables : TOWERSAM 


TORONTO 
67 Yonge Street 
Cables : TOWCAN 
JOHANNESBURG 
29 Sauer Street 
Cables : TOWSAF 


SYDNEY 


2a Clement Street, Rushcutters Bay 


Cables : TOWSYD 


and representatives throughout 


the world 
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ROWING success of the 

Publicity Club of Glas- 
gow functions over the past 
few years is largely due to 
the organising ability of the new 
president Edward L. Yule (direc- 
tor and Scottish manager of 
Osborne-Peacock). 

As vice-president last year, he 
showed himself such an able pro- 
gramme convener that the ses- 
sion’s attendance average was an 
all-time “high.” 

An amusing 
speaker, Teddy has always de- 
voted time and enthusiasm to 
arrangements for the annual 
dance and the two ladies’ nights. 

He was responsible for the 
revival of the Golf Circle after 
the war; served as its treasurer 
and secretary for four years; was 
. last year’s captain; and has won 
the two trophies, the Kemsley 
and Southwood Cups. 

Son of the late W. L. D. Yule, 
founder of O-P’s Scottish office, 
Teddy went to Glasgow Univer- 
sity and then—like his two 
brothers—gained his initial ad- 
vertising experience in the 
Glasgow Herald advertisement 
department. 


* * * 


ANOTHER new club president 
is Henry J. Sutcliffe. of Leeds. 
I could probably save space and 
time by listing the organisations 
in Leeds with which he is not 
connected; but here are some of 
those with which he is: Incor- 
porated Sales beams Associa- 


after-dinner 


Edward L. Yule 


Two trophies 


tion (branch vice-chairman); 
Chamber of Commerce; Chamber 
of Trade; Luncheon, Golf, and 
Conservative Clubs; Leeds Round 
Table, and many charitable 
organisations. 

Through both his parents, 
Sutcliffe’s roots go deep into the 
social soil of his city. His father 
had a distinguished business and 
charitable career. His grand- 
father was a colliery owner with 
pits in the Wakefield district. 

His mother was on the board 
of the Leeds Maternity Hospital. 


And her father, head of a firm of 


paving 
Major 
Lane. 


contractors, 
part 


played a 
in building Street 


Your client is interested in 


FACTS & FIGURES 


The facts are — 


@ The Universe is influential 


@ It gets into the home and is read by 
the whole family 


@ The Universe readers answer 
advertisements 


The figures speak for themselves — 
@ A.B.C. figure—December 1950 
235,472 copies weekly 


PRESENT 


EXCEED 


SALES 238, 50 


copies 
weekly 


Buy in the right market and get QUALITY -QUANTITY - RESULTS at 40/- per s.c. inch 


No national 
appropriation 
is complete 
without 


FIELD HOUSE - 


The Universe 


BREAMS BUILDINGS - 


LONDON - EC4 


Eunice Zielin 
Perfect P.A. 


Max Ritson 
Unpackaged 


MAX RITSON, who recently 
made a ten-day visit to the 
U.S.A. to attend the wedding of 
his son—Dr. David Ritson, now 
on the research faculty of 
Rochester University, N.Y.—tells 
this story: 

On the way to take dinner with 
a friend in a remote New York 
suburb, he was caught in a cloud- 
burst and took refuge in a lighted 
grocery shop. The store manager 
kindly said: “Guess I'd better 
drive you there in my car.” 
Arrived safely, Ritson thanked 
him gratefully. 

He replied: “Tell your friend 
you are delivered by courtesy of 
the Yankee Doodle Food Store. 
and will he. please give his 
custom to us. 

. a * 
NEWSPAPER and printing trade 
charities made news last week. 

No member of the newspaper 
hierarchy takes a greater interest 
in these charities than does Lord 
Burnham, of the Daily Telegraph. 
On the Wednesday he presided at 
the annual dinner of the News- 
paper Press Fund, and on the day 
previous (supported by the Hon. 
Lionel! Berry and W. J. (Bill) 
Garnham, of Argus Press), at the 
annual luncheon in London of 
representatives from area com- 
m.ttees of “Old Ben”—the News- 
vendors’ Benevolent Institution. 

As president (Garnham is 
management committee  chair- 
man), Lord Burnham presented 
to the Wolverhampton secretary 
the Lord Riddell shield, awarded 
annually to the most efficient area 
committee. He also received 
cheques from a number of com- 
mittees. 

On the Tuesday evening, W. 
Surrey Dane, chairman of the 
Daily Herald and Festival chair- 
man of the Readers’ Pensions 
Committee, presided at the 
diamond jubilee dinner of that 
body, celebrating the founding of 
the first pension in 1891. 

With him at the top table was 

1 galaxy of Press notabilities, in- 
cindlas Cal. the Hon. J. J. Astor, 
A. C. Duncan (chairman of 
Odhams Press), E. Glanvill Benn, 
John Coope and G. P. Simon. 

Paying a tribute to printers’ 
readers as “one of the finest 
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Max Ritson tells how 


he was ‘‘delivered”’ 


by a US. grocery 


store as a ‘‘sales 


promotion piece.” 


By CONTACT 


bodies of men in our craft,” 
Surrey Dane said: “You can be 
immortal, but if the printer 
should leave out the ‘t’ you will 
face a lifetime of explanation!” 

Oratorically speaking, the 
high spot was a dual of wit be- 
tween. two journalist M.Ps., 
Robert Boothby and Beverley 
Baxter. 

Said Douglas Woodruff, who 
followed: “I have always re- 
garded them as excellent ham 
actors” but he extracted any 
sting from the quip by adding 
that the word “ham” to-day has 
“an excellent connotation.” 

Everyone heard with pleasure 
that so far £2,200 has been raised 
through the instrumentality of 
Surrey Dane—a record for nearly 
a quarter of a century. 


* * * 


MORE THAN a perfect secretary 
is Miss Eunice Zielin. Eunice is 
personal assistant to Leon Good- 
man, and he assures me, almost 
runs the business in his absence. 
She has been with it for 16 years, 
and what she doesn’t know about 
handling clients isn’t worth 
knowing. If all personal assistants 
and .secretaries were as efficient 
and helpful, your Contact's life 
would be a lot easier. 

The excellent portrait of her 
reproduced above is one of those 
which Sallon sketched at Leon’s 
Silver Jubilee party at Ciro’s. 
Sallon’s drawings, as well as those 
by Mel, have been incorporated 
by Leon in an attractive little 
brochure, Silver Souvenir, 1925- 
50. Some of the best-known per- 
sonalities in publicity and adver- 
tising are in its pages. Leon's 
own portrait adorns the cover. 


WEEKS WISEGRACK 


~ 


“Rather than have you 
appearing toothless at 
board meetings, old man, 
the directors are pre- 
pared to advance you the 
cost of your dentures.” 
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Presentation 


PRODUCTION PRINT PACKAGING - DISPLAY 


TF NATIONAL WOMEN S WEEKLY 


WoMall’s Onn 


BERUTIFUL 
ROYAL SAMPLER 
TO EMBROIDER 

Velvet Hats 
CAS CO Wak ¢ 


‘lead ing \adverti sers. 
know the value E 
of colour in 
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N 
Company. Ld 


““NOT A WORD OR SOUND OLD MAN, BUT WE 
HAVE JUST BEEN PHOTOGRAPHED BY 


STUDIO LISA” 


o > . can now extend their present list of 
The most comprehensive stock of photographs 


is Silent Miceet. Kor wiietisninn dak editor accounts and invite enquiries from firms 
purposes. Special commissions executed by requiring a complete advertising service. 
modern methods. 
Idvertising * Printing * Display 


STUDIO LISA LTD 2 GUILFORD PLACE - LONDON 


30 FLEET STREET, LONDON, E.C.4 Telephone : HOLborn 6378 (3 lines) 


Telephone CENtral 7640) 


W. C. | 


Mr. Cube 
speaks for 
himself 


THE TALKING MR. CUBE again drew 
crowds at the Ideal Home Exhibition 
1951, where he answered questions. 
Two other talking exhibits for 
which people queued were 
THE aaa oe KITCHEN in the Ministry of 
1 Demonstration Theatre and 
THE TALKING TELEPHONES on the National 
Playing Fields Stands. 
All ares were manufactured and 
installed by RECORDED SOUND of 
Piccadilly British pioneers in Sound 
Recording for Exhibitions Theatres, 
Conferences and In dustry. 
People will often listen where they won't read. Recorded 
Sound Exhibits literally Speak for Themselves. Write 
for leaflets or a demonstration of TALKING EXHIBITS to 


TALKING EXHIBITS DEPARTMENT 
RECORDED SOUND LTD. 
6a Whitehorse Street, Piccadilly, London, W.1 
Gros. 4634 3726 
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used for this Supplement were made by 


SHACKELL EDWARDS « CO 


Makers of Fine Printing Inks since 1786 LIMITED 
& 


10 NORFOLK STREET_STRAND LONDON W.C.2. Telephone: TEMple Bar 0163. Telegrams: MAGENTA-ESTRAND-LONDON 


AC M E “Point of sales aids” for 


National Advertisers 


waa 


*% Consult ACME first for 


EEK FREANS 


ta-Weat 


WSPBREAD 


SHOWCARDS puiastic and PORCELAIN Three dimensional cut outs, window 
transparencies, etc 


SIGNS ILLUMINATED for indoor and outdoor use. Real stove enamelled aluminium signs 


Ask about the new Acme Divergent plastic \ 
sign, the only reflecting sign in perspex. i a 


ACME SHOWCARD & SIGN CO. LTD. Paragon Works, Enfield, Middx. Phone: Howard 1651 Grams: Acmesho, Enfield 
Birmingham Office & Showrooms: Crown Buildings, James Watt Street, Birmingham, 4. Phone: Birmingham Central 2325 acme 
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¢ Your Servicg 


ND A COMPREHENSIVE MANUFACTURING 


A SKILLED BOARD OF MANAGEMENT 


Our Board of Management is a Brains Trust 
working on your behalf to ensure good 
craftsmanship and quality work. Happy 
relationship with our staff is the result of 
good teamwork by men who are experts 
in every phase of the Display Producing 
Industry. 


OUR STAFF OF OPERATIVES 


The Staff of our two Factories work 
together as one complete team; good staff 
_work ensures an efficient co-ordination of 
our activities as one of Britain's leading 
Manufacturers of Point-of-Sale Advertising 
Material. To our staff there is “no fun 
like work '’ and they are justly proud of 
our reputation for really dependable service. 


OUR 
DISPLAY MAKING 
ORGANISATION 


Our experience extends over nearly 
thirty years during which we have 
created and built up a comprehensive 
Organisation specialising in high- 
quality Silk Screen Printing and the 
Manufacture of Point-of-Sale Display 
Material in quantity. Our business is 
geared-up to give you quality Crafts- 
manship; to make deliveries on time; 
and to quote you fair and reasonable 


SILK SCREEN COLOUR PRINTERS & MULTIPLE DISPLAY PRODUCERS 
88 ACRE LANE, LONDON, S.W.2 — RING: BRI. 7871-4 
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Seven signposts to 
successiul advertising 


By McDONOUGH RUSSELL, M.A., A.I.P.A. 


7 l VHE Psychology of Advertising” is 
a fine mouthful. Instead of psychol- 
ogy, let us use short words and say 

“study of the mind”, or “knowledge of the 

mind”—in its application to advertising 

problems. It all boils down to putting 
yourself into other people’s shoes. 

We in the advertising business need this 
knowledge of people's minds in order to know 
more or less accurately in advance what 
kind of advertisement will attract a great 
many readers and will at the same time 
persuade them to a certain course of action. 

Up to a point we can get it out of books 
on psychology. But there is no royal road, 
no short cut to a really reliable under- 
standing of people's reaction to various 
advertising appeals. 

You have to reach such knowledge by a 
prolonged and really profound study of 
your fellow human beings; by mixing with 
people in fish queues and four-ale bars; by 
going to the cinema and seeing what makes 
people laugh and cry. There are wonderful 
lessons to be learnt by visiting the theatre 
and noticing the moments when the 
audience sits as still as a mouse and the 
moments when it coughs, moves about in 
its seat, and exhibits boredom. Read the 
comic strips too, and listen, for example, 
to Wilfred Pickles in ““Have a Go!”. 

Knowledge comes with experience, which 
nobody but you yourself can provide, but 
from what I have learned by trial and 
error, and by the reading of perhaps a 
hundred books about the results of market 
research, copy tests and analyses of 
coupon replies, [ can set up a few signposts 
that will help you along the road. 


~ . * 
HE first signpost—and quite the most 
important—is a very clear one, and it 
is this: 

The public is fundamentally selfish. If you 
publish an advertisement and want it to be 
read, you are flogging a dead horse if you do 
not enable the readers of a newspaper or a 
magazine to see at a glance some promise 
of a reward for reading your advertisement. 

What sort of reward? 

It may be nothing more than satisfaction 
of the curiosity you have aroused by a 
peculiar illustration or a provocative head- 


“A really good picture of a | 
woman's shoe will be looked | 
at and remembered.” This 
example has the added merit 
that the picture leads the 

eye to the makers’ name. 


in the 


Words 


battle of salesmanship. 


campaign. 


This advertisement wins high 
maras because it promises 
reward for reading it and 
touches a sympathetic chord 
housewife’s mind. 


printed or spoken, are the weapons with which 
Ill-chosen, they 
with discrimination, in relation to each specific task, they 
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advertising waves the 
their target. ¢ hosen 
win the advertisin: 


will glance off 


“Presentation in Word and Sound” is the theme of this Advertising Presentation 


issue. 


Its aim is to help advertisers to use words more effectively, and to under- 
stand the media through which their worde 


reach their audience. 


On this page McDonough Russell sets up seven “signposts” to successful adver 


tising, with emphasis on the right use of words in advertisement copy. 
on the 
Mitchell Greenwood, who tells the story of a successful commercial tilm 


contributors include D. Brook-Hart, 


Other 
organ, |t 
tach 


“consumer” house 


Cassels, on direct mail, and Dan Ingman, on commercial radio. 


line, or the promised reward may be no 
more than a moment's amusement—as in 
the Guinness advertising. [It may be the 
prospect of a bargain—as in the Winter 
Sale advertisements, and the very widely 
read advertisements of Gamages and 
Barkers. 

Maybe your prospective reader sees a 
promise of making herself more beautiful, 
of keeping the affection of her husband or 
winning the husband of somebody else. 
Maybe she sees a promise of ways to stop 
her baby crying, or of making sure it grows 
up strong and healthy. 

But she will see no promise of reward in 
the so-called prestige or institutional 
advertisement that has at the top a some- 
what symbolic picture of an oak-tree and 
some such headline as INTEGRITY or 
100 YEARS OF SERVICE. With a 
capital S. 

So when you are beginning on a cam- 
paign, you should first ask yourself 
whether the product itse/f is so interesting 
to the majority of your possible purchasers 
that a picture and a description of it will do 
the whole job. Whether in fact, a mere 
sight of the object will be a good enough 
bait, or promise of reward to lure readers 
right into the advertisement. 

Manufacturers of women’s shoes and 
women’s clothes seem to think so—and 


there is a good deal of evidence that they 
are quite right. A really good picture of a 
woman's shoe in a woman's magazine will 
be looked at and remembered by anything 
from 40 to 85 per cent of all the women 
who read the magazine. 

But you must remember that getting the 
advertisement looked at is only half the 
battle. [ can very well remember a full 
page in colour in which the picture of the 
shoe was looked at and remembered by 
89 per cent of all the women who saw the 
magazine. But less than 40 per cent of the 
readers remembered—a couple of days 
later—the name of the maker. There was 
something very wrong there. 

Unless, therefore, you have overwhe/ming 
evidence to the contrary, you should never 
assume that a mere picture of the product 
is adequate bait with which to catch the 
attention of readers. Very few products are 
pictorially so exciting that readers can't 
tear their eyes away from them to read 
about the latest murder or the prospects of 
the Arsenal in Saturday's local derby. 

Assuming then, that your product is not 
so intrinsically interesting to look at, you 
have to decide what promise of reward 
what bait—you can use to catch and keep 
the reader's interest and attention. 

There are a thousand kinds of bait and 
probably scores that would suit your 
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product very well. But there is one very 
well-known formula that never fails. We 
could very well call it our second signpost. 
Find a way to touch a sympathetic cord. 

Many years ago, an old chief of mine 
was writing copy for an invisible hair net. 
He was also very interested in a young 
woman who had long hair, and one day 
they went together to buy seats for a 
theatre matinee. He was in a generous mood 
just then, and she could have sat in the front 
row of the stalls: but she asked for seats in 
the back row of the dress circle. “Then I 
shan’'t have to take off my hat” she 
remarked—and gave him the headline to 
strike a sympathetic chord: “When you 
take off your hat in the theatre...” 

The advertisement was quite an out- 
standing success—so much so that it is 
worth thinking about. 

In the first place, it was what I call a 
visual or pictorial headline. When you 
read it you form in your mind's eye a 
mental picture of a back view of a woman 
removing her hat. Look through a news- 
paper and you will find very few headlines 
that have this quality of projecting a 
picture into the mind. 

But as well as projecting a picture, the 
headline really struck a sympathetic chord 
or—as the Americans sometimes say—“‘It 
scratched at a sore spot”. Women dress 
the hair not so much to please men as to 
annoy other women—to make them 
envious or to deprive them of an oppor- 
tunity to criticise. How maddening then, 
to take off one’s hat in the theatre with no 
way of being sure that it isn’t all rufed 
and untidy—and with scores of women 
sitting behind, where they will have t 
best possible chance to look on the ruins 
and to laugh at them. Thousands of 
women who were not likely to visit a 
theatre at any time in the foreseeable 
future would nevertheless be very vividly 
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The 7 signposts 


? Your readers must see at a glance 
some promise of a reward for 
reading your advertisement. 


"2 Always seek for a way to touch a 
sympathetic chord. 

*$ A headline that conjures up a 

picture, that contains action rather 

than abstractions, is a strong 

headline. 


{A headline that puts into dramatic 
words the unsvoken thoughts of 
the reader helnos to make the 
whole advertisement more sincere. 


ar Remember the big difference 
between what people need and 
what they want. Your advertising 
must warm up the wantage. 

rh People never really want objects 
—they want the satisfaction of 
certain cravings. Your task is to 
dramatise the craving and show 
that your product will satisfy it. 

ri Remember that people are 
interested in people. 
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This headline to a Bovril advertisement 


reminded of much less dramatic occasions 
on which a hair-net would be very useful 
to them. 

Finally—and I believe this is not an 
unimportant point—the headline put in an 
arresting way a thought that must have 
flashed across most women’s minds at one 
time or another. One can imagine a woman 
reading it and saying to herself **My good- 
ness, yes! Isn’t that what I’ve always said!” 
And because the headline rang so true, the 
copy would be more readily believed and 
acted upon. 

So there we have seen two more of our 
signposts. 

A headline that conjures up a picture is a 
strong headline. 

A headline that puts into dramatic words 
the unspoken thoughts of the reader helps to 
make the whole advertisement seem more 
sincere. 


- - a7 


HE next signpost to remember is this: 

There is often a big difference between 
what people need and what they want. 
What you want your advertising to do is to 
warm up the wantage. 

All over London you can find little 
messenger girls and typists eating utterly 
inadequate lunches at milk bars, teashops 
or out of paper bags. A couple of currant 
buns. A tomato sandwich. Something of 
that sort. Ridiculous food for growing 
girls—and often so poor that it leaves them 
feeling weak and faint by five o'clock. But 
they want the money for cosmetics, per- 
fumes, stockings and blouses. They need 
food—but they want to be beautiful, to be 
admired and desired. 

In Montreal the temperature often falls 
to thirty or forty degrees below zero. If 
you have a cold in the head you have an 
icicle hanging from your nose. If you spit, 
it is solid before it hits the ground. Every 
girl needs thick double-knit stockings from 
some shop like Penberthy’s or the Scotch 
Wool and Hosiery Stores. But—as a writer 
in Printers’ Ink pointed out some years 
ago—she actually wears the most 
gossamer nylons that her money will 
afford. 

But wait a moment! Does this prove that 


puts into dramatic words the unspoken 
thoughts of the reader. 


APS 
t ‘ 


him of 


warm ay 
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This advertisement for Weetabix has a 
strong headline because it conjures up a 
visual pvicture and suggests action. 


the maidens of Montreal need warm stock- 
ings but that they want nylons? Not a bit 
of it. Nylon stockings are the curse of a 
woman’s life. From the moment she starts 
putting them on until they are hanging up 
to dry in the evening they are a constant 
source of anxiety. But she puts up with 
the anxiety to get what she rea//y wants. 
And what she really wants is glamour. 

There you have it. In the last analysis 
you will never find that solid objects are 
really wanted. What is wanted is a way to 
satisfy certain cravings. 

The craving to be loved. 

The craving to be admired. 

The craving for freedom from fear. 

The craving to please the five senses— 

touch, taste, sight, sound, and smell. 
The craving for sleep. 
The craving for health—or for freedom 
from pain. 


What you need to do in advertising is to 
remind people as forcibly and dramatically 
as possible of a want—and at the same time 
to show that you have a solution. This is 
yet another signpost. 

Above all, remember that people do not 
want things. They only want what those 
things can do for them. They don’t want to 
know what nylon is made of, they don’t 
want to know how old is the firm that 
makes it, they don’t want to see a photo- 
graph of the whiskers of the founder. But 
they do want glamour. They want to be 
attractive and to be popular. They want to 
hear as many wolf-whistles as Betty Grable. 
Find even a faintly convincing way to 
promise them that and you'll need the 
police to keep the crowds away. 

Finally, there is yet another signpost, 
upon which I need not enlarge, as it seems 
almost too trite to be mentioned. People 
are interested in people. 

This article has developed into a 
disquisition on campaign planning and 
copywriting, and inevitably so, because 
these tasks must be approached in a 
psychological way. For success in advertis- 
ing is attained by thinking always of what 
the public wants or is willing to hear—not 
of what you or your client want to say. 
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* BUILDS PRESTIGE AND GIVES SALESMEN A TALKING 


POINT 


ADVERTISER'S WEEKLY 


Why a ‘consumer’ house magazine 


is value for money 


By D. BROOK-HART, M.C., M.1.A.M.A., A.M.Inst.Pet. Director of Public Relations, the MOR Group of Companies 


published by commercial and indus- 

trial organisations ostensibly to 
attract new customers, to keep existing 
customers and useful contacts informed of 
the latest developments of the organisation, 
and generally to increase goodwill. Some 
start out with a clear aim in view; some 
grow gradually from internal house maga- 
zines (a dangerous policy to try to combine 
the two); some just fade gently from the 
public gaze! 

One fact is certain: if consumer maga- 
zines are good, they are expensive 
although the converse version of this state- 
ment is far from valid. The expense 
depends, of course, on a number of factors 
—frequency of publication, number of 
copies per issue, use of illustrations and 
colour, quantity and quality of staff em- 
ployed in producing the magazine, and so 
on. In these days of the high and rising 
costs of print and production—to say 
nothing of rapidly vanishing paper—most 
firms are wise to think twice before starting 
up a new consumer magazine. 


Cc ONSUMER * house magazines are 
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OW I would like a word with you, 

Mr. Top Executive, before you rush 
into something you may regret. Let us 
compare the expense in relation to the cost 
of other publicity media. 

First, there is the question of who is going 
to write and produce the magazine. 

From the outset, rid your mind of the 
idea that “old Smith” the chief accountant 
can edit it in his spare time. It is a not 
infrequent fallacy in industry that only 
engineers can design a water tube boiler 
but anyone from the chairman to the office 
boy can originate a layout or edit an 
industrial magazine. 

Editing and producing a consumer house 
magazine takes much time and concentrated 
effort, it is a highly skilled job, and it calls 
for special qualifications and talent. 

Unless your publication can at least 
equal some of the high standards set by 
“profit making” journals, then it will fail 
in its primary aim—to attract and to 
interest issue after issue. Remember: your 
magazine is going to people outside your 
own organisation; it will have to compete 
with the great mass of other printed matter 
which flows daily into the “in” trays of 


executives all over the world; if it is to look 
“professional”, it must be produced by 
professionals. 

Thus, whether your organisation has an 
existing advertising, publicity or public 
relations set-up or not, the first item on 
the budget is either the costing of extra 
time for existing or supplemented staff, or 
fees to an outside organisation. 

Secondly, contributions. 

However numerous and brilliant are the 
members of a commercial company, 
sooner or later (usually sooner) the well of 
spontaneous (or cajoled) contributions 
tends to dry up. Contributions from 
persons of authority on specific subjects 
are not only desirable, they are essential— 
and all these things hdve to be paid for. 
Thirdly, illustrations—drawings, photo- 
graphs and incidental artwork—should be 
the best obtainable. In your yearly budget 
for the magazine, an allocation should be 
made for all these items. 

Last—but far from least—is cost of 
actual print and production. 

Assume, for example, that you are 


reckoning to start each issue with, let us 
say, 32 or 40 pp., size about 10 in. = 8 in., on 
good quality art paper, and using a 
second colour throughout. Both items, 
quality of paper, and judicious use of 
colour, are important. Your policy is 
determined, your first dummy looks 
satisfying, your forward programme is all 
set, and you have enough copy for at least 
the first two issues, with all your regular 
features planned far beyond those. You 
will, of course, obtain alternative quota- 
tions for printing—but the lowest is not 
always the best. Never, never, sacrifice 
quality for cheapness on a job like this. 


* * * 


OUR carefully prepared mailing lists 

and other sources of market research 
show that you would like to interest 4,000 
people in reading your brain child? Good. 
Then I will hazard a guess that—at to-day’s 
prices, and if the magazine looks and is all 
it should be—it will cost you about £600 
per issue. 

From this total you might deduct, say, 
£100 for advertising revenue if you decide 
to include outside advertising announce- 
ments. Your magazine will have to be 
good to get—and to hold—outside adver- 
tising but, apart from revenue, it also adds 
a little more prestige to the publication. 
You may set a price on your magazine, 
and sell it. Let me admit that this is not 
easy and your revenue return will be 
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negligible against expenditure. It is quite 
a good idea, nevertheless, to have a 
reasonable price printed on the cover 
psychologically, your “complimentary” 
readers may feel that they are getting for 
nothing something with a price to its name. 

£500 to reach 4,000 people! How much 
would it cost by cirect mail? Your 
magazine is, of course, a form of direct 
rail—but have you ever tried producing 
and posting in one envelope 32 pages of 
first-class illustrated print matter, dealing 
with very widely differing ideas, develop- 
ments and products? How much would it 
cost you to place the equivalent of some 
20,000 words, with illustrations, in the 
trade, technical, or national press? Ad- 
mittedly, the latter media may circulate to 
a readership of from a few thousand to 
several million—but have you chosen each 
reader as you can choose, carefully and 
precisely, through your own mailing list? 
In brief, how many people can you be so 
certain will look, pause, and read—and 
often keep for pleasure and reference—any 
publicity medium as attractive and infor- 
mative as a good magazine? 

The true answers to these questions are 
my reasons for saying, emphatically, that 
the well produced, well planned, and 
properly guided magazine is one of the 
best “value for money” media available 
to commerce and industry to-day. A 
medium, however, not to be used alone— 
but as a first-class tool amongst the overall 
equipment of a carefully co-ordinated 
publicity programme. 

a 7 o 


TOW, what are the real and lasting 
| benefits to be gained from a consume 
magazine? The benefits all take time— 
measured perhaps in years, rather than 
months—to accumulate. Here are a few: 

(1) An effective link is built up between 
sponsor and reader. The sponsor being 
the producer of goods or services and the 
reader being the consumer, or a potential 
factor for the benefit to the sponsor, 
whether directly or indirectly 

(2) There is almost no limit to the 
amount of careful and calculated 
propaganda you can “put across”. 
This must be qualified by some im- 
portant provisos: the publicity side must 
not be obvious, it must be so subtle as to 
be almost non-apparent from cover to 
cover. Do not “plug” your products or 
your own company by name—if the 
articles are really authoritative and 
interesting you will get the inquiries 
you want and you can mail the adver- 
tising literature then. Do not advertise 
in your own pages—it may be cheap, 
but it also looks cheap. 

(3) You can say what you wish and pre 
sent it in your own way. Perhaps you have 
products or ideas enough to warrant the 
publication of 4,000 copies of four 
separate leaflets at one. time—but you 
can do the same in your own magazine, 


plus the usefulness of having type set up 


Vill 
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Your -consumer house magazine— 


+ + + 


in your own way. 


BUILDS an effective link between sponsor and reader. 
ENABLES you to put across careful and calculated propaganda. 
GIVES you an opportunity to say what you wish and present it 


* FURNISHES a valuable means of giving information to the Press. 
* 


SENDS out your Company’s name and message regularly month 


after month. 


* PROVIDES a softening-up tool for your sales force. 
* CREATES immeasurable goodwill and prestige. 


LL AE UL 


for any reasonable number of reprints 
of an individual item. 

(4) It provides a valuable means of 
giving information to the Press. Up to 
one hundred copies of each issue can be 
sent—with an appropriate note—to the 
national, trade and technical Press. For 
this purpose, a careful selection of 
journals should be made according to 
the contents of the particular issue of 
your magazine. For example, an issue 
containing articles concerning new pro- 
ducts or developments of interest to the 
paint, rubber or motor car industries 
would obviously be sent to journals 
specialising in these subjects. More often 
than not—provided you are really giving 
news and not some re-hash of already 
known facts—you will get mentions, 
reviews and, not infrequently a complete 

~ article will be reprinted. In the latter 
case, your readership for that subject 
may be doubled overnight. Many 
editors of consumer magazines publish 
on the title page an invitation to the 
Press to use material freely. 

(5) It is as regular—or should be, else 
it will perish—as clockwork. Month 
after month (or quarter after quarter, as 
you wish) your company’s name, your 
message (as they persist in saying in the 
worst advertising circles) goes out and 
takes effect as remorselessly as the 
dripping of water on a stone. Happily, 
most humans are not wholly made of 
stone—hence, you can expect quicker 
results. 

(6) It provides a softening up tool for 
vour sales force—it goes as an ambassador 
beforehand, and is an excellent talking 
point when the salesman gets to his 
objective. 

(7) Most of all, it can build up 
immeasurable goodwill and prestige for 
its sponsors. 

* 7 * 


EST I be accused of painting too glow- 
ing a picture of potential benefits, let 
me warn one and all not to expect results 
the day after to-morrow. It is my exper- 
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ience, over quite a few years, that the con- 
sumer magazine b ings some immediate, if 
small, response—but, in the main its effect 
is subtle, accumulative like a snowball, 
and escapes accurate mathematical assess- 
ment. If its contents are of real interest, it 
is quite surprising how far the number of 
readers may exceed the number of copies 
printed. The consumer magazine [ edit 
has a four-figure print order—not very 
large, you'll agree. Yet, quite apart from 
a mass of valuable business inquiries 
received from concerns in this country 
where most of the copies are circulated 
we have had letters from all parts of the 
world: from Australian scientists, from 
Indian business men, from American 
librarians, from German engineers, from 
Italian oil-men, from schoolboys—even 
from a South American admira!! 


In looking forward to response, do not 
make the mistake of thinking that all the 
readers must be direct consumers of your 
goods. I know of, say, engineering or 
packaging magazines which are picked up 
and read by housewives and schoolboys. 
I have heard of a housewife who has said 
to her husband “Do you have a proper 
welfare service at your factory? These 
people seem pretty much alive—look at 
this... or “What sort of packaging is 
this, do you know about it?” One thing 
leads to another. 

I hope [I have shown that a consumer 
house magazine can be well worthwhile. 
But what pitfalls there are! Consumer 
magazines with unqualified editors, con- 
sumer magazines which use amateur draw- 
ings and jokes (weak, dirty, or both), 
magazines set in 8 point so as to crowd 
30,000 words of boredom into a space 
which should take 15,000 words of live 
and sparkling copy... They all fail in 
their purpose sooner or later. 

The successes? They rival all that is best 
in British journalism and British printwork 

and they do a magnificent job for their 
sponsoring companies. That is why the 
companies go on paying for them—and the 
reason why the consumer house magazine 
has come to stay. 
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* EXTENDS DEMONSTRATION TO A WIDER AUDIENCE 


Letters prove that this 
selling film pulls 


By E. MITCHELL GREENWOOD 


HEN Hoover Ltd. decided to make 
W: film about the Hoover Electric 

Cleaner, it was thought better not, 
on this occasion, to extol the advantages of 
vacuum cleaning in general, but to con- 
centrate on those features, namely Sweep- 
ing, Beating and Suction Cleaning, which, 
in the manufacturer's opinion, make their 
cleaners superior to all others. Thus “It’s 
About Time”, as it is titled, may be 
considered a direct selling film, though it 
is in no sense blatantly partisan. 

Before going on to tell the story of this 
successful film—how it was made and how 
it is distributed—one may well pose the 
question, “Why use film?” 

The question is natural enough. After 
all, the special features mentioned can be, 
and indeed, are, put over by actual 
demonstrations. But the film offers a 
considerable extension of places and 
hours, particularly hours. There are other 
advantages too. 

The undivided attention which the cinema 
ensures is an advertiser's assurance that his 
story will be absorbed. Moreover, the 
cinema’s ability to dramatize and graphic- 
ally portray salient features is further 
enhanced because these features are equally 
visible to any part of the audience, whether 
seated at the front or rear. 


2 * * 


HO’S going to make it? was, of 
course, one of the first practical 
questions Hoover Ltd. had to answer. 

There was no question of the sponsors 
doing this themselves. Hoover Ltd., who 
have been using films since 1937, decided 
that this film was to be made by a pro- 
fessional film producer, and the job was 
given to Publicity Films Ltd., of the Film 
Producers Guild. The next stage was for 
whom? and about what? The prospective 
audience for this particular film comprises, 
naturally, all owners or prospective owners 
of vacuum cleaners, bearing in mind that 
husbands are concerned as _ purchasers 
although most users are women. The 
“about what™ question has already been 
discussed and so from here a method of 
approach was evolved. 

The result is seen in the film, which is 
about an ordinary suburban couple and 
portrays some typical aspects of their lives, 
these aspects being such that most viewers 


its weight 


could accept them as their own. From this 
stage, the viewers can easily identify them- 
selves with the characters and_ their 
thoughts, making it easy to accept the 
desirability of acquiring a new cleaner. 
The treatment is carried out in a light 
and humorous manner, using live charac- 
ters and telling the story in much the same 
way as is done in a theatrical film. 
Towards the end, the sales message is 
introduced; a salesman is shown demon- 
strating to the married couple (who are the 
leading characters) the Hoover features of 
beating, sweeping and suction cleaning. 


* hd * 


[STRIBUTION is non-theatrical, con- 

sisting of loans to;Hoover dealers for 
use in their showrooms, mobile projection 
in large halls, static showing in shops and 
stores, and free loan to interested borrowers. 
These are the usual forms of 16 mm. 
mobile distribution, but also the film is 
often used in conjunction with Hoovers 
own mobile exhibitions and demonstra- 
tions. For exhibition and store projections 
a “Brook” continuous projector is some- 
times used, the film being repeated auto- 
matically at the end of each run. During 
this type of projection, viewers are gene- 
rally standing. Because of this a shortened 


This shot typifies the light and 
humorous treatment adopted 
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fe When planning this film “It’s 
About Time,’’ Hoover Ltd. de- 
cided to depict an ordinary 
suburban couple and to portray 
such aspects of their lives that 
viewers could accept them as 
their own. Thus viewers can 
identify themselves with the 
characters and readily accept 
the desirability of acquiring a 
new cleaner. 


version has been made, with a running 
time of eight minutes. Daylight van 
projection is also employed 

This overall distribution is shared with 
the sponsors and an associate firm of the 
the Film Producers Guild. This firm 
(Sound Services Ltd.) provides library 
facilities and undertakes mobile projections. 


* * * 


ANY readers may well ask what is 

the cost of sponsoring a film of this 
type. In assessing film costs, the services 
mentioned in the last paragraph and other 
distribution costs, such as prints, must be 
taken into account. In the case of “It's 
About Time” these are likely to be rather 
below average, as projection facilities may 
be provided by the dealers, departmental 
Stores and other interested users. 

The production cost,too, was not excessive. 
This film, being in black and white, tech- 
nically straightforward and without a lot of 
location scenes, easily falls well within the 
normal range of £3,000-£7,000 usually 
quoted to indicate the cost of a typical 
20-minute commercially sponsored film. 

What are the results? An answer in the 
terms of actual sales is obviously out of 
the question, these being influenced by the 
contemporary forms of publicity; neverthe- 
less, it is possible to assess that the film will 
be seen by nearly 3,000 viewers per year. 
At the same time, some direct evidence 
that the film is pulling its weight is to be 
gleaned from letters which the sponsors 
receive from both dealers and customers. 
A final judgment is given by Hoover Ltd. 
themselves, who say that they have every 
intention of continuing to use the film as a 
means of sale promotion. 
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the results. 
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IRECT mail may te defined as 
De: the post to tell the right people 

atout the right goods at the right 
time in the right way. 

There is a place for direct mail in the 
advertising appropriation of almost every 
conceivable business, not excepting such 
wide users, and rightly so, of Press and 
poster as the manufacturers of toothpastes, 
breakfast foods and soap powders. 

Let us consider some of the uses to 
which it can te put, a few of its peculiar 
advantages as an advertising medium, and 
some points that should be watched in the 
planning and execution of a campaign. 

Direct mail can- 

Increase sales among existing customers. 

Bring new customers into the shop. t 

Tie-in with mail order. | 

Get prospects to send for a booklet. 

Feed the salesman with live inquiries. 

Send out information, e.g. rises in price. 

Carry out market research. 

It is not claimed for direct mail that it 
can take the place of other forms of 
advertising. [t cannot. Neither can other 
forms take its place. Any business not 
using it is not using advertising to the full. 

* * . 


N Press or poster it is seldom possible 

to do more than iterate and reiterate 
certain claims for one’s product. If it 
becomes necessary to go into detail, to 
explain the validity of such claims, more 
space and more illustrations are needed. 
This is a job for direct mail. 

Direct mail is not restricted as to size 
or amount of paper. Moreover it can 
choose the quality of paper best fitted for 
the job. 

Direct mail can relate its “circulation” 
to the capacity to deliver the goods. It 
can send out 100, 1,000 or 10,000 mailing 
shots on one day or spread over any 
period it chooses. 


Direct mail can send out a series of 


carefully planned follow-ups, designed to 


Your direct mail will pull 
if vou keep these six rules 


Don’t employ an expert and then tell him how it’s done. Let him try his plan and judge him by 


* TRUST YOUR EXPERT ® FIX YOUR OBJECTIVE ® CHECK YOUR RESULTS 


By JACK CASSELS, Direct Mai! Consultant; former Advertising Manager, Moss Bros. & Co. Ltd.; Past Chairman, British Direct Mail Advertising Assn. 


answer every conceivable objection that 

might arise in the prospect's mind. 

It can reach the man you want to reach 
at the moment you want to reach him. 
And it is not read in company with com- 
feting advertisements, all clamouring for 
his attention. 


* ad * 


T may sound superfluous to say that a 

direct mail campaign should be planned 
with the same painstaking care that is 
devoted to a Press campaign. Alas, the 
caution is needed. 

How often is a direct mail house asked 
to get rid of some existing folders that 
have been planned by the senior office boy 
in his spare time. Surely the expert should 
have been called in to plan the folder. And 
who knows until the campaign has been 
thought out whether a folder is the right 
mailing piece? 

Before embarking on a campaign, the 
objective should be clearly fixed. What do 
you expect your direct mail to do? It is 
amazing how much direct mail appears to 
have no idea of its purpose. 

Get clearly in your mind the “overall 
strategic objective’ and see that your plan 
is subordinated to this. 

Once the objective is agreed, the next 
step to be decided is whether a list of the 
right people exists. And don't be in too 
much of a hurry to decide that they do not. 
A volume could be written on the fascinat- 
ing subject of list building. All I can say 
here is that it will have to be an extra- 
ordinary list that cannot be produced 
somehow. 

Once the objective and the list have been 
fixed, the plan begins to unfold. Such 
questions as the nature and number of 
mailing pieces are a matter of careful 
weighing up by the expert. 

It can te accepted as a general guide 
that if a letter can tell the story, there is 
no need to have a folder. Or if a folder 
can put it over, don’t go to the expense of 
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Pay the closest attention to your list, if you are building it. If the list is wrong, everything is wrong. 
Give plenty of time to agreeing the plan; then stick to it. A change midway can be chaotic. 


Don’t expect results without spending money. Direct mail can go much further than Press or poster 
on a small budget; but it still needs straw to make bricks. 


Always test on a small scale before plunging into a full blooded campaign. 
See that you have the machinery for testing results. 


a booklet. I would say that it is nearly 
always right to include a letter. The letter 
is the personal touch. 

Also if we remember that one main 
selling point per mailing piece has the 
best chance of being understood, we shall 
begin to get an idea of the number of 
follow-ups required. All the same, I have 
yet to learn when it ceases to be profitable 
to send another follow-up to a good list. 

Before the war, I carried out an experi- 
ment. [ sent follow-ups to a list of pros- 
pects for over five years. And [ was still 
getting profitable returns, until the war 
ruined the experiment. 


* » * 


HE checking of results is all important. 

As well as guiding you on the right 
direct mail path, it often gives useful hints 
for Press and poster. 

It is not usually difficult to devise 
machinery for checking results. Returns 
often come, when they are not immediate 
sales, in the shape of business reply cards. 
It should be simple to extract every ounce 
of information they give. For instance, 
parallel tests can be carried out by having 
a series of tinted reply cards. 

But don’t do what one man did. He 
forgot which colour he had sent to which 
list! 

The comparative ease with which results 
can be checked is one reason why an 
advertising manager is without excuse who 
declares that direct mail is no use for his 
product, when he has never tested it. 

Perhaps it should be emphasized that 
direct mail has its own peculiar technique. 
When you enter a man’s house uninvited, 
you must explain your presence quietly, 
quickly and with dignity. If you start to 
shout, you will soon be thrown out. 

I knew a man who had a very successful 
Press advertisement. He printed facsimiles 
of it and sent it to a list of the right people. 
It was a flop. Of course it was. It was not 
direct mail. 
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Are you doing your own 
silkscreen printing ? 


... Or perhaps you're planning to cut your own photo 
stencils ? 

Frankly, we don’t believe a word of it— not even if we 
gave you the run of our extensive premises and all our 
expensive equipment to play with ... and why should 
you, when we at Art Display Service can offer you such 
a complete service, coupled with high production speed 
and keen prices ? 

We have our own photo-stencil department. Our range 
is wide (we can tackle anything from a price tag to a 
48 sheet poster), and our work is top quality. 


If it can be silkscreened, Art Display Service 
can do it. 


Art Display Service Ltd 


149, LUPUS STREET, LONDON, S.W.|I 
Telephone : VICTORIA 9791 
; ‘ 61, Chapel St., Ancoats 21-23, Lower Loveday St. 
Miwon =—6r MANCHESTER, | BIRMINGHAM, 19 
ing: Ammation and Lighting : 95, Renfield Street, Broadway, 
Matte” Dipios: “Scot eee Sw NOTTINGHAM 
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ke LISTENER ATTENTION IS MEASURE OF YOUR SALES MESSAGE TARGET 


How to capture 


a commercial radio audience 


a medium for advertising nationally- 
distributed consumer products in the 
British home market is, in my view, to 
augment and supplement use of the Press. 
As yet, in this country, it is hardly strong 
enough to carry a campaign unassisted. 
Its effectiveness, basically, derives from 
the fact, now generally accepted, that the 
impact of the spoken word is far greater 
than that of the printed word—a skilful 
spoken “commercial” imbedded in the 
entertainment cannot be missed. Don't 
believe the canard that the listener switches 
off during the commercial—he just hasn't 
time, for the length of the commercial is 
Strictly limited and almost before he was 
up from his chair and across the room the 
commercial would be over and the “‘enter- 
tainment” part of the programme started 
again. 

Some advertisers have “had a go” at 
commercial radio and come out of it 
slightly dazed. They overlooked the fact 
that it is a highly specialised field of adver- 
tising, with its own techniques, without ,a 
knowledge of which they were merely 
floundering. It is remarkable that prac- 
tically everybody regards himself as an 
expert in the “show business” and is quite 
convinced that he could, given half a 
chance, do a good deal better than the 
B.B.C. and Palladium combined. Alas, 
this is not so—the technique of compiling 
entertainment, like that of creating adver- 
tisements, has to be learned. 

Commercial radio, like any other 
specialised form of advertising, is a job 
for the experts, but advertiser executives 
who employ and brief the experts should 


Te function of commercial radio, as 


By DAN INGMAN, Radio Programme Director, Young & Rubicam, Ltd. 
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understand at least enough to know what 
they are entitled to expect. 


- * * 


ET us first consider the medium itself. 

For the moment, commercial radio 
directed to this country means Radio 
Luxembourg only. 

The coverage of the station—owing to 
the vagaries of radio reception and other 
factors—is patchy, but it still adds up to an 
overall listenship of between three and 
four million. 

Who are these listeners? Necessarily, 
they come more from the B., C. and D 
classes than from the A—in fact, the very 
group of people at whom mass advertising 
is aimed.* 

Reception (as with B.B.C. programmes) 
varies in different parts of the country. It 
is as well to find out where, and to what 
extent, so that, when linking-up with Press 
and poster campaigns, advantage may be 
taken of the good spots, and the bad ones 
skirted-round. For such link-ups, listeners’ 
letters, competitions, audience-participa- 
tion shows, and many other devices, have 
been used with success. 


* ~ * 


N planning a commercial radio cam- 

paign, there are many factors to he 
considered. For example: 

The time and day of the broadcasts. 

What the broadcast follows and precedes. 

“Programming” —i.e. building listener- 

ship from programme to programme by 
titillating and holding attention. 

The kind of programme to provide. 

What kind of “commercial”. 

These last two are problems which the 
tyro in radio advertising is apt to take in 
his stride—and then wonder what it was 
that tripped him up. 

In dealing with the “commercial”, it is 
easy to lay down some stringent “don'ts”. 

Don't write a radio commercial in the 
same style as for printed copy; words and 
phrases that seem perfectly all right in print 
often sound quite dreadful when spoken— 
sometimes so absurd as to get “laughs” and 


*A represents heads of households with over 


1,000 a year; B, £650-£1,000; C, £450-£650: 
q 10s.-£6 per week; E, under £4 10s. per 


om 
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Ke Hire an expert to handle the 
entertainment side. 
Don’t overload your **commercial”’ 
with copy points. 
Take advantage of the ‘‘good’’ 
spots to tie-up with Press and 
poster campaigns. 
Study listener figures to assess 
results. 


destroy the whole effectiveness of the “sell”. 

Don't cram a commercial with copy 
points—remember that it isn’t possible for 
the listener to go back and re-read some- 
thing he didn’t understand the first time. 

Don't think that anyone with a good 
voice can read a commercial—it is an art 
in itself. 

As to the “entertainment” side of the 
programme—there is only one Don’t that 
matters. Don't think it is a job anyone can 
do; it calls for a considerable amount of 
expertise. Hire an expert to handle it. 

Assessing the value of a radio advertising 
campaign is as difficult as assessing 
the value of any other single medium 
when several are being used simul- 
taneously. ‘Write-in’’ competitions and 
the like help, but are by no means 
conclusive. Even if nobody at all wrote in, 
it might te that your competition (or 
whatever it was) was too hard. 

“Couponing” can be used by inviting 
people to write for a free gift, but this 
should be used merely as an indication, 
not as a definite yardstick. Fan mail is a 
pretty good indication of the programme's 
appeal, but this is largely dependent on 
using “name” stars. 

Listener figures are one of the surest 
ways to find out whether the time and 
effort being put into programmes are 
having results. If nobody listens to your 
programme, it is pretty obvious that 
notody is listening to the “commercials”; 
on the other hand, if the listening figures 
are good, then it is a safe assumption that 
a large number of people are hearing your 
sales message—which brings us back to the 
skill with which the entertainment part of 
the programme is being compiled. 

Once the listeners’ attention is attracted 
and held, the radio advertiser has a ready 
and receptive “captive audience” at whom 
to aim his selling message. 
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Designers WATER 
OPAQUE COLOURS 


Tuese colours, which include the attractive Tyrian Rose, brilliant | 
Mistletoe Green and the unusual Myosotis Blue, fulfil all the requirements 
of the artist and designer. Prove their excellent qualities and give | 
your work that extra brilliance so vital to attractive designs by | 

testing them now! | 


REEVES & SONS. LTD. | 


13 CHARING CROSS ROAD, LONDON, WC2 
178 KENSINGTON HIGH STREET, LONDON, W8 


‘ 
TEMPLE BAR 6720 


MINERVA I 


| WELLINGTON STREET, STRAND. W.C2 


“7842- 1951. 


One hundred 


JOHNS, SON&WATTSLTD 


2-4 EPWORTH ST. LONDON, E.C.2 


Phone: MONarch 7408 
(THREE LINES) 


seven days a 


week, fifty-two 


weeks a year 


you can always find the 


printed product of the 


LINOTYPE 
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Choose the best methods 
printing on rigid plastics 


VEN a cursory investigation will 
Ke= that hardly a shop counter or 
window display exists which does not 
utilise plastics in one of three main ways— 
moulded or fabricated into containers or 
counter display units; as flexible wrappings, 
or in the form of sheeting for signs. Print- 
ing processes for flexible wrappings are 
fairly well known and this article is, there- 
fore, confined to printing on rigid plastics, 
that is rigid mouldings and rigid sheeting. 
The simplest and almost certainly the 
cheapest methods of decorating are by 
embossing or moulded-in engraving, con- 
sidered together because both are effected 
during the normal moulding process simply 
by incorporating the required design in the 
mould. Engraving is to be preferred, for it 
gives far better definition and provides for 
a colour contrast; it is permanent and cannot 
be bettered where a small amount of word- 
ing is required. 

Where engraving may fall down (iis 
that it can restrict design. Intricate design 
cannot always be reproduced when required 
because the friction of the plastic material 
in the mould tends to wear down small 
detail. One moulder, however, has over- 
come this problem by providing for 
replaceable dies of the design at negligible 
cost. These are successively renewed in 
the mould as they show signs of wear. 

Transfers have been widely used in the 
decoration of plastics mouldings and 
sheeting. Where they score particularly is 
in the all round decoration of the outside 
walls of containers of circular section. 
They can be applied either by hand or by 
a centre gumming machine and offer 
brilliant, clear-cut colours and a reasonable 
degree of permanence provided you buy 
the best. Different types of transfers are 
made for different materials and economy 
in purchasing transfers will usually prove 
false economy. 

In a fairly intensive search, the author 
has failed to find a single plastics container 
such as a jar or pot, directly printed on the 
side, although some examples may exist. 
It is perfectly feasible to print such packs 
by the silk-screen process but here, as so 
often, price is probably the controlling 
factor. There are, however, a number of 
small tubular containers on display, printed 
all round by special rotary offset machines, 
but only tubes of small diameter—up to 
about 2 in., such as those used for 
inhalers, shaving sticks etc. The machines 
do not exist here which can appreciably 


By M. W. JUDE, Publicity Manager, British Industrial Plastics Limited 


AVI 


> 4 HOW YOU CAN IMPROVE CONTAINERS AND COUNTER DISPLAYS 


when 


So es SN eee 


May 3, 1951 


EMBOSSING OR MOULDED-IN ENGRAVING are the simplest and almost 
certainly the cheapest methods of decoration. 


ENGRAVING, though it may restrict design, gives better definition and provides 
for a colour contrast. 


TRANSFERS score in the all round decoration of the outside walls of containers 


of circular section. 


ROLL LEAF HOT STAMPING has been found an economical method of 


marking plastics. 


THE SILK-SCREEN PROCESS enables very elaborate designs to be reproduced, 
with excellent definition, at a high rate of production. 


exceed that size for all round printing: the 
printing capacity even for small packs is 
limited and usually fully occupied. One of 
the comparatively few suitable applica- 
tions—that of printing on lipstick con- 
tainers—appears to have been overlooked. 

One economical method of marking 
plastics is by roll leaf hot stamping, in 
which process a strip of thin stamping foil 
is run between the hot die and the plastic 
article. The colour is automatically trans- 
ferred by the hot die into the cavity it 
makes in the material. No drying time is 
required. These machines are versatile and 
can satisfactorily stamp articles of flat, 
round or irregular form. Because they are 
susceptible to heat, thermoplastics materials 


“are easier to stamp than the thermo- 


setting type and consequently a higher 
production rate is possible. 

Undoubtedly the maid-of-all-work in 
printing on plastics—either mouldings or 
plain or laminated sheet—is the silk screen 
process. Much the same technique is used 


These novelty dice packs, moulded from 
Bakelite urea material were made for 
Saville Perfumery Ltd., as gift containers 
for their “Mischief perfume. The six 
sides are orinted red black blue green, 
and 25,000 dice a week can be handled 
Note accuracy with which designs are 
positioned on each face Moulding and 
silk-screen printing are by British Artid 
Plastics Ltd. 


as for printing on paper or board, but 
special inks may be needed, according to 
the material used and the adhesion re- 
quired. In the field of moulded containers, 
comparatively little silk screen work is yet 
evident, perhaps because for reproducing a 
few words or simple design, engraving is 
neater and usually as cheap. 

Most of the silk screen work to-day is on 
flat surfaces, as on moulded dispensers or 
on showcards. Very elaborate designs can 
be reproduced with excellent definition. at 
a high rate of production. Careful colour 
matching is invariably required and satis- 
factorily achieved. Excellent effects can be 
produced on transparent materials such as 
acrylic and cellulose acetate and one new 
effect is the so-called “polarising” which 
creates an illusion of depth by printing an 
arrangement of parallel lines on the front 
and back of the material. 

What of the future? Evidence shows 
that the printing of sheeting is very well 
developed, but generally speaking, the 
printing and decoration of moulded 
packs has been "somewhat elementary 
to date. Plastics are not cheap, but 
even so are seldom used for packing 
the most expensive products. [In the 
middle/lower price markets, where plastics 
are most commonly used, packaging costs 
are invariably critical and it may be that 
additional dezorating processes, although 
doubtless desirable, sometimes have to be 
ruled out on this score.. To-day’s design 
trends have not helped to stimulate dezora- 
tion; the call has been for almost austere 
styles—large areas of flat, self-coloured 
material, relieved perhaps by a single word 
or Trade Mark. The author has no doubt 
that a revulsion against such simplicity is 
on the way. It is already to be seen in 
beautifully decorated bottles and glass jars 
such as are used in the cosmetics industry 
and there is little doubt it can be done 
on a more elaborate scale on plastics 
mouldings, too, at an economical price. 
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OUTDOOR ADVERTISING 


Fifth Colour for Day-Glo 
R. GEOFFREY D. DANE, 
director, Dane and Co., 

Ltd., states, in an interview: 

“We have just started pro- 
duction on pigment for Day- 
Glo. Hitherto we have made the 
ink from pigment imported from 
America. 

“Very shortly—probably with- 
in a month—we shall produce 
Day-Glo in a fifth colour: Arc 
Yellow (those in present use 
being Saturn Yellow, Signal 
Green, Neon Red, and Fire 
Orange). What sew colours 
will be evolved it is impossible 
to say; of the many thousands 
of dyes in existence, only very 
few fluoresce under ultra-violet 
light, and not more than about 
half-a-dozen under daylight. 

“The next advance would 
appear to te in the lithographing 
of fluorescent colours. In 
Chicago, successful production 
runs have been achieved in 
which = daylight —_— fluorescent 
colours have been applied by a 
high-speed process employing 
special bronzing powders. In 
addition to being very expensive, 


Avil 


however, these powders have 
the disadvantage of being not 
very “fast” to light. A report 
from America suggests that, 
while screen materials may be 
employed for 30 days’ outdoor 
showings, even in summer, the 
bronzing powders will for the 
present have to be limited to 
displays not required to with- 
stand more than seven days’ 
exposure to direct outdoor sun- 
light or 14 days’ direct sunlight 
through window glass”. 


GRAPHIC ARTS 


New Half-tone Plate 

Kopak Lrp. have recently 
made an important addition to 
the range of sensitized materials 
for the graphic arts—the B.4 
“Kodak” half-tone plate, suit- 
able for use in the camera and 
for contact work. 

The plate has a thin-film, non- 
colour-sensitized emulsion whose 
photographic and _ physical 
characteristics are particularly 
suited to the extensive handling 
involved in many photomechan- 
ical operations. The extreme 
hardness and density of the dot 
allows dot-etching to be carried 


out without loss of density and 
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PRESENTATION ROUND-UP 


without danger of staining—a 
feature of special interest to 
photo-lithographers. Heavy 
cutting and intensifying may be 
applied to the plate if necessary, 
with complete success. 

Another recommending factor 
is the thinness of the emulsion 
which enables quick drying. 
This facilitates staging during 
dot-etching; there is no tendency 
to resist the absorption of the 
staging paint. 


PRINTING 


Transfers for Rubber 
Decoration 

DEVELOPMENT of a new process 
for printing on rubber by 
transfer is reported by John K. 
Black & Co (Printers) Ltd. of 
Mortlake. 

The transfers are made by the 
company, partly by silk-screen- 
ing, from inks developed in its 
own laboratory. They have the 
same flexibility as rubber and 
are impressed just before vulca- 
nisation. The resultant im- 
pression cannot be scraped off 
except by filing or cutting 


away the rubber itself... 

Applications of the process 
include the printing of advert- 
ising table mats (for beer mugs, 
etc.), the multi-coloured decora- 
tion of children’s rubber boots, 
and the printing of trade marks 
on ordinary boots and rubber 
inner tubes. 


PHOTO-ENGRAVING 


New Standard for Metal 
Sheets 

Britis Standards Institution 
has published a new standard 
for sizes of metal sheets for 
letterpress photo - engravings. 
This lays down the standard as 
16 S.W.G. and specifies thick- 
ness tolerances. Overall di- 
mensions of both copper and 
zinc sheets have also been 
specified. 

Adoption of this standard 
will, it is hoped, help to over- 
come problems arising from the 
differences in gauges of metal 
sheets for  photo-engraving 
plates. For example, there is 
danger of plates being mounted 
on the wrong thickness of wood. 


McCORMICK SILK SCREEN PRINTING MACHINE 
FP&N (3c) LTD. save one or THE ABove 


MACHINES FOR SALE, THIS PARTICULAR MACHINE HAS HAD 
VERY LITTLE USE, AND IS 


PARTICULARS CAN BE OBTAINED BY PHONE AMHURST 2311 


ANNOUNCEMENT 


OR BY LETTER TO 


MOUNT WORKS, 96 UPPER CLAPTON ROAD, 


LONDON, E.5 


IN NEARLY NEW CONDITION. 
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Telephone writenall 57/4 
e 


wiTAM E-TARGE § 


ap, W.C-2 ; 
30. CRAVEN STREET, STRAND. 


SILK SCREEN PRINTI 


Phone 
EALing 3626-7. 


a 


| 
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PP Maewich Koad Studios 


EALING, W.5 


LONDON OFFICE. 


NEWMAN YARD.ws 


Plone 
MUSewm O70! 
Estabtished 1910 


WEN LEADING 
“FINELINE 
“ Lf 


BRON 
He 
ws \ 


128 BAKER ST. W.1.* Welbeck 1876 
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Studio Seven 
Limited 


47 RED LION STREET: W-C:l 
TELEPHONE: HOLborn 9357-8 


For HOME & OVERSEAS 
The cheapest and most effective 
ADVERTISING 
Dainty *‘ Give-away' lets -— 
LADDERSTOP MATCHES for silk 

stockings 
MOTH MATCHES for clothes and 

carpets. 
MOSQUITO MATCHES (for export). 
SOAP LEAVES. Something when 


travelling 


EYE-GLASS CLEANERS. 
CUT FLOWER, leaves for reviving 
vase blooms. 
Ete. etc. etc. 
H. O. MEYER 
> 25/27 Sefton Road, Walton 
L LIVERPOOL 9 


SCREEN PROCESS PRINTING-DISPLAYS, ETC. 


_ SUPASIGNG 


42 HOXTON SQUARE, LONDON, N.1. Phone: CLE 2354 
* 
An Organisation 
With a WORLD WIDE reputation 
for QUALITY productions 


il 


THE KENNETT 
PRICE MARKER 


is interchangeable, washable and 


| beautifully designed 


Each numeral is made in solid, 
moulded plastic. This numeral 
Presses into, and is firmly gripped 
by, a v-shaped slot in a substantial 
black plastic base. Neat, practical 
and almost unbreakable 
SETS FROM 37s. 6d. TO £7 7s. od. 


| Send for details and sample 
_ Kennett Price Marker Co. 


| 3a City Road, Winchester, Hants 


= Specialists in 
i: 3 Screen Printing 


W. C. RAYMENT 


AND COMPANY 


RAYSIGN WORKS 
DURHAM ROAD 
LONDON N7 
| » oe ‘ 
Telephone ARCHWAY 2521 -g 


~_ 


SILK SCREEN 
PRINTING 
D5 YEARS EXPERIENCE 

AT YOUR SERVICE 


CLARKE BROS 

26 THE GREEN, TWICKENHAM 
Phone : POPESGROVE 502! 
Established nearly 40 yeors 


—_ 


Dry Mounting’ 
ONE OF THE MANY SERVICES 


Available at 


THE ARTISTS MATERIALS HOUSE 
Phone: HOLborn 6245-6 


COLYER & SOUTHEY LTD. 
17-18-TOOK'S COURT: CURSITOR STREET: E‘C-4 
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See yw. DISPLAY 
; | SERVICE 


ontractors (U.K) Ltd. 


8 


Window dressing © 


148 Strand, London, w.c.2 
Temple Bar 652! | 
| ' | 
ee ‘ Zi 
| F ow | 
National Wind . | 
Dressing Contracto | 
| . | 
| lays 
ber of Display | 
: type and num — 
Depots throughout the United King | 


COMMERCIAL AID 
PRINTING SERVICE 


2 the complete 
| Varityping | 
Service 


3 RATHBONE STREET W.! 
MUSEUM 0653, 4103 


; This 


'S the Spot for 
WATER SLipe 
TYPES 


TRANSFER 
Fil 
DIEs ” 


EELEY EQUIPm 
pans ENT Ava 
Rebuilt by; "4B, 
HERS ‘service, itp 
sfield Rd ac, : 
ON, waa ito" Green 
Chiswick 2235 


Masi Ads Lid 


R. P. GOSSOP 


LIMITED 


Artists Agents ¢» Designers 


36 CARTER LANE 
ST. PAUL’S 
E.C.4 


CENTRAL 6950 


MURRAY 
STUDIO 


SA Sine Alleving 
Commeascead Gal ub sruyptry 
¢ Alalewhong 


D ROSEBERY AW 
LONDON-E-C-+1 


TERMINGS 8770 
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Visit our stand No. G.7 at Olympia 
June 6—16 
42 St. Martin’s Lane, W.C.2 


lemple Bar 8774 5 Temple Bar v5is 


D SERVICE FOR ADVERTISERS 
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MPDEN PRESs LTD. |umuuiellll 
For " | 


* SILK SCREEN | 
CUT-ours 
* FOLDING Boxes 
* DISPLay CARTONS 
OF aL TYPES 


sales Office : 
7 
| SOUTHAMPToW 


Tele } 
phone : MUSeum ortyr, W.C.I 
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BULK CONTAINER 
MARKINGS 


MARKINGS ON 
VEHICLES 


Read how to 
STRANSFER’ ATTENTION 


TO YOUR PRODUCT 
With Brilliance and Durability 


MARKINGS ON 
This is not just another catalogue, but an unbiased editorial article MACHINERY 
which appeared in the journal “Product Finishing.” In this article, the 
Editor tells the story of the rapid rise of the patented “TRAPINEX’ 
Paint Transfers to world-wide fame, and demonstrates some of the uses 
for this remarkable product. 

Quite different from all Other forms of transfer markings, the 
“TRAPINEX’ method uses a unique paint, containing secret 
ingredients, which not ohly ensures amazing durability and brilliance. 
but enables marks of any size to be applied by unskilled labour, without 
unsightly film. *“TRAPINEX’ Paint Transfers do not call for varnish- 
fixing or any overcoat to provide additional strength. 


WARNINGS 
DIAGRAMS, NOTICES 


It is impossible to list here the thousand 
URGENT! and one uses of *TRAPINEX’ 
The increasing demand for and Advertising but Executives, Works 
Managers and all concerned with marking in 
any form are invited to send for specimens 
and the interesting “*TRAPINEX® Brochure. 
If yours is a_ very special problem the 
*TRAPINEX’ laboratory and designers will 


TRAPINEX (3 times last 
year's average’) and the 
paper shortage may 
compel us to reduce the 
frequency of our adver- 
tising. Take advantage of 
this offer and get your 
copy of the TRAPINE X 
Brochure NOW! 


in Indusiry 


gladly collaborate. 


TRAPINEX 


Trapinex (Regd) Paint Transfers are fully patented and manufactured only by fies 


TRAPINEX LTD 


Phone : 


Bowes Park 6811/3 


Grams : Trapinex, Wood, London 


Cables 


WINDOW PUBLICITY 


Let TRAPINEX 
solve your problems 


100 COMMERCE HOUSE, HIGH ROAD, LONDON N.22 


TRANSFER MANUFACTURERS AND DIRECT PROCESS PRINTERS 


Trapinex, London 


Published by the Erencionses, BUSINESS PUBLICATIONS, Led.. 
May 3, 


at their office at 180, Fleet Street, London, E.C.4 


(Phone : Chancery 8844.) 


51. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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Ne What The Conference Means 


To (1) BRITISH ADVERTISING 


(2) YOUTH (3) 
Publicity 


Approximately 15,000 booklets 
describing plans for the Inter- 
national Advertising Conference 
have been circulated throughout 
the British Isles. 

The booklet emphasises that 
“to make the Conference success- 
ful and significant British adver- 
tising people themselves must 
turn out in full force to meet and 
welcome their colleagues from 
other countries and to make their 
views heard 

“To advertising men and 
women in this country, the 
Conference offers the first post- 
war opportunity of meeting their 
opposite numbers from other 
countries. That this getting 
together is a good thing, not only 
for advertising people but for 
advertising itself, was shown by 
the great Wembley Convention in 
1924. 

“Looking back, we can say 
with certainty that the 1924 
Convention did much to improve 
advertising standards and adver- 
tising methods the world over. 
Looking forward, we believe that 
the plans now taking shape for the 
1951 International Conference wil! 
make it the means of demonstrat- 
ing advertising’s new potentiali- 
ties, both social and economic.” 

Some 2,300 Conference posters 
are now being widely distributed 
to Publicity Clubs of Britain. 
Canada and the U.S.A.; Adver- 
tising Associations of Canada 
and U.S.A.: Festival of Britain 
information centre and bureaux: 
air transport and travel agents, 
steamship offices; advertising 
agency members of the Adver- 
tising Association: LLP.A.; 
1.8.B.A.; Electrical Sign Manu- 
facturers’ Association; Master 
Sign Makers’ Association; British 
‘Poster Advertising Association; 
and to the British Travel and 
Holidays Board. 


Youth 


Youth scheme delegates who 
have registered for the Inter- 
national Advertising Confer- 
ence intend to make the most 
of their visit in every way. 

Othmar Severin (20), apprentice 
copywriter from an advertising 
agency in  Frankfurt-am-Main 
hopes to see a paper-mill, a news- 
paper office, picture galleries. 
theatres, horse and dog racing. 

_ For young advertising people 
in W. Germany, he thinks the 
Conference important as an 
opportunity to “learn from each 
other in order to understand each 
other better.” 

_ Abdalla Abdel Bari (27), who 
is on the management side of an 
advertising agency syndicate 
connected with the paper A/ 
Misri hopes to see Shakespeare 


THE ARGENTiNE 


plays, opera, as much of Britain 
as possible, the heavy machinery, 
motor, textile and ship-building 
industries, an advertising agency 
and a newspaper office. 

Borge Rasmussen (27), graphic 
adviser to Politiken (newspaper), 
vice-president of the Junior 
Section of the Danish Advertising 
Association feels the Conference 
to be “the great adventure to 
meet young advertising people 
from all free nations.” He hopes 
to see Manchester newspaper 
offices, Scotland, the South, an 
advertising agency and cricket. 

Agnete Dahl (25), a designer 
in the display advertising depart- 
ment of Politiken hopes to see 
how Guinness and _ London 
Transport Executive advertising 
is created and how great inter- 
national campaigns are planned. 

Gerald Simon (24), a radio-TV 
copywriter of Compton Adver- 
tising Inc., of New York, entered 
advertising because of “its 
dynamism, possibilities for 
creative work and its rewards.” 

He wants “to meet young 
British advertising people, see 
how a British family lives, and to 
visit places of historic and 
literary importance.” 

. K. Ritvala (28), executive 
secretary of the Advertising and 
Selling Association of Finland is 
anxious to see Blackpool, the 
Lake District, Oxford and 
Cambridge, some _ racing, the 
textile industry, a big advertising 
agency and a big newspaper in 
production. 

Paavo Salmivaara (24), a copy- 
writer and contact man, member 
of the Advertising and Selling 
Association of Finland says: 
“In advertising it is very good for 
a young fellow to see new faces 
and places; at the same time the 
Conterence gives delegates fine 
entertainment—and an opportu- 
nity to learn every minute.” 

He wants to see East Anglia, 
basket-ball and cricket. and the 
film industry at work. 


Vr 
Hazel Kitson, for seven years 
secretary of the Ladies’ Carlton 
Club, has joined the Internationa! 
Advertising Conference organisa- 
tion staff as an assistant organiser 
on the social and entertainment 
and publicity side. 
DLO” 


Fraternity 


A student member of Alpha 
Delta Sigma, national profes- 
sional advertising fraternity in 
America, will visit London in 
July to attend the International 
Advertising Conference. 

ADS chapters in 42 colleges 
and universities are now selecting 
nominees, and the delegate will 
be chosen by the fraternity’s 
National Council and Profes- 
sional Advisory Board. 


The delegate will sail from 
New York June 29, after attend- 
ing Alpha Delta Sigma national 
convention on Cape Cod, June 
22-24. 


-<* 


Delegates 


Among the overseas delegates 
from 26 countries coming to the 
Conference are: 

Alfonso Weissmann, director of 
Inter-Prenza of Buenos Aires— 
(not connected with La Prensa). 
Mr. Weissmann is a member of 
the Argentine Chamber of Com- 
merce and the Association of 
Advertising Promoters. The im- 
portance of the Conference for 
the Argentine Mr. Weissmann 
considers to be the opportunity 
to discuss “the facilities that 
foreign advertising agencies can 
arrange for Argentine agencies 
whilst the present restrictions for 
payments abroad exist.” 

Nico Drost, secretary of the 
Netherlands Association of 
Registered Advertising Agencies 
~and a member of the Council 
for Order and Discipline of the 
Advertising Trade of the Nether- 
lands. Mr. Drost is primarily 
attracted to the Conference by the 
possibilities of international dis- 
cussion of the relations between 
advertising agencies and advertis- 
ing media 

John A. Blanch, London man- 
lager of the Herald & Weekly 
Times Ltd.. of Melbourne, a 
member of the Australian News- 
papers’ Council. 

Henrik Width, director of the 
Forenede Advertising Agency 
and a member of the Oslo Adver- 
tising Association and the Asso- 
ciation of Norwegian Advertising 
Consultants. 

Johannes Durrmeier, a director 
of Suddeutscher Verlag, a pub- 
lishing firm, of Munich, in busi- 
ness for 30 years—and president 
of the Central Organisation for 
German Advertising. 

R. C, N. Oliver, manager of the 
Gillette Safety Razor Co. of 
Sweden. 

Sven Hammarstrom, managing 
director of the Swedish Industries 
Fair and a member of the Gote- 
borg Advertising Association. 

J. M. Hardcastle, general 
manager of Wilson & Horton 
Ltd. of Auckland for 18 years. 
and Conference representative of 
the Newspaper Proprietors Asso- 
ciation of New Zealand. 

Jacques Richez, an advertising 
artist and vice-president of the 
Chambre Syndicale Belge des 
Dessinateurs Publicitaires and of 
Brussels Publicity Club. 

William F. Shaver, managing 
director of the Gillette Safety 
Razor Co. of Belgium. 

Adolf Wirz, advertising con- 
sultant, owner of his 15-year-old 
business in Zurich. He has been 
in advertising 25 years and is 


Swiss representative of W. S. 
Crawford Ltd, Mather & 
Crowther Ltd. and Young & 
Rubicam Ltd. 
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BIG PROSPECTS 
FOR DAY-GLO 
EXPORTS 


Value of Day-Glo exported 
during 1952 is expected to exceed 
£500,000 following the opening of 
the new plant at the Stratford 
factory of Dane & Co., Ltd., last 
week. During the remainder of 
this year the exports will be over 
£100,000. 

Speaking at the opening cere- 
mony Mr. E. T. Casdagli, assis- 
tant secretary of the Board of 
Trade, said the Board admired 
the initiative of Dane's with the 
Day-Glo project. He was im- 
pressed by the amount of Day 
Glo that was now being used. 

“It strikes me that during the 
last month there has been an 
enormous increase in the use of 
this type of ink,” he commented. 

The Mayor of West Ham said 
that the use of Day-Glo in ad- 
vertisements had impressed him 
greatly and had helped him in 
choosing posters for his 
borough’s Festival celebrations. 

Mr. Geoffrey Dane poinied out 
that although it was not a vast 
and enormous plant, it was 
unique in this country. “Its 
opening marks the end of a 
period of worry and frustration,” 
he said. 


‘Govt. Spending 
Will Be Cut’ 


“My main criticism of the 
Budget is that nothing the Chan- 
cellor has said shows any 
appreciation of the serious posi- 
tion into which we are falling as 
a result of inflation and rising 
prices... 

“I am convinced that Govern- 
ment expenditure will be cut, and 
cut drastically, by the force of 
economic circumstances, and that 
the hour of reckoning is not far 
distant.” 

This view was expressed by 
S. P. Chambers, financial director, 
Imperial Chemical Industries, 
speaking on Monday at a 
luncheon meeting in London, 
sponsored by The Manager, 
which is associ‘ted with the 
Institute of Management. 

Sir Graham Cunningham, 
chairman and managing director 
of Triplex Safety Glass Co. Ltd., 


presided. 
The luncheon organised by 
Mr. Reginald Pugh, editor of 


The Manager, is the first of a 
series at which there will be 
discussions on topics of current 
business interest. 


New Studio Opened 

Photographic Advertising Ltd., 
one of the first to establish a 
studio for production of photo- 
graphs exclusively for advertising 
purposes, have recently opened a 
new studio near their Victoria 
Street, S.W.1, premises. 

This will concentrate on the 
production of photographs for 
their library. which contains 
more than 10,000 pictures rang- 
ing from simple head studies to 
subjects with several models. 
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‘Der!’ Soap 
Debut This 
Month 


A new beauty and health soap, 
which, it is claimed, will be the 
first to contain the germicide Hexa- 
chlorophene, will appear on the 
market this month. Manufactured 
by Pure Products Ltd., Notting- 
ham, the product will be known 
as “Derl.” 

Dorland Advertising Ltd., have 
been appointed to handle the 
advertising and an_ extensive 
national campaign will commence 
at the end of the month. Trade 
Press advertising is now appear- 
ing. 

Hexachlorophene, also known 
as G.Il, reduces the bacterial 
flora of the skin to a very low 
level, and medical and health 
authorities are reported to have 
displayed a keen interest in the 
soap, several hospitals having 
atready adopted it. 


rm) NEWCASTLE win the Cup Final! 


it g.ves me Cup-winning fitness’ 
3 


LOGE FOR THE QUAKER MAN FOR FiMEET COREML FOODS 


Twelve hours after Newcastle 
had won the F.A, Cup, this ad- 
vertisement for Quaker Oats 
appeared in the “People,” and 
the Newcastle “Sunday Sun.” 
Looking into their crystal ball, 
agents Masius & Fergusson Ltd., 
decided to feature centre-forward 
Jack Milburn. He scored the 
only two goals of the match! 


Hotel For Tourists 


Smee’s Advertising Ltd. have 
been appointed to handle the 
publicity and advertising for the 
new Washington luxury hotel in 
Curzon Street which was opened 
on Monday evening with a party 
attended by many famous 
personalities. 

Speeches were made by the 
Lord Mayor of London, the 
Mayor of Westminster and Sir 
Alexander Maxwell, chairman of 
the British Travel and Holidays 
Association who commented that 
as much had been spent on the 
opening of the Washington as 
had been used for Festival adver- 
tising in the U.S. 

The hotel is designed to attract 
tourists and claims to be the only 
hotel in Europe with running 
iced water and television in every 
bedroom. . 

Advertising at the moment ts 
confined to classifieds plus in- 
sertions in the Evening Standard. 
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CURRENT 


ADVERTISING 


Boots Introduce 
New Toothpaste 


Boots Pure Drug Co., Ltd., are 
marketing a new toothpaste. The 
name of “Antiseptikol” is the 
brand name adopted. Advertis- 
ing, which, at the moment, is 
confined to the trade Press, is 
being handled by Everetts Adver- 
tising Ltd. 


A Festival Guinness 

Guinness’s are brewing a 
Double Extra Stout—Festival 
Guinness—to celebrate the Festi- 
val of Britain. But distribution 
will be confined to Glasgow, 
Edinburgh and Liverpool. There 
will be local Press advertising 
together with posters, showcards, 
and counter leaflets. 


Travel Account 
To C.P.V. 


Colman, Prentis & Varley Lid. 
have been appointed to handle 
the advertising in Europe of the 
British Travel and Holidays 
Association, whose advertising 
was previously placed through 
two agents. This year spending 
is liable to be less and therefore 
only one agent is being used. 


NEW_ ACCOUNTS 


Foote, Cone & Belding Ltd. 
have been appointed to handle 
the Greek Tourist Board’s forth- 
coming advertising and public 
relations campaign. The cam- 
paign, which starts in May, will 
cover Great_ Britain, the US., 
Egypt, Switzerland, and France. 
International media will carry the 
bulk of the advertising with a 
special campaign in Egypt. 

* * * 


A Press campaign for a new 
advertiser, Brookes Biscuits Ltd., 
is to be handled by Clifford 
Bloxham & Partners Ltd. News- 
papers in the Manchester and 
Liverpool areas are being used. 
The first 11 in. triple column ads. 
are featuring a new tin with a 
label designed by Bloxham’s. 

* * * 

Napper, Stinton, Woolley Ltd. 
have been appointed to handle 
the advertising for Movado 
watches on behalf of Vertex 
Watches Ltd., sole distributors in 
Great Britain. A campaign is 
being planned to appear in 
selected nationals and magazines. 


* * - 
W. S. Crawford Ltd. have been 


asked to advertise Buttons 
Chocolate Coconut Squares, 
manufactured by Jameson's 


Chocolates Ltd. 


. * * 

New accounts to be handled 
by New Era Advertising Service 
Ltd. include Chix chewing gum, 
in trade and children’s Press. 
Gaypro Products Ltd., makers of 
kitchen cabinets, in trade Press, 
and Jay Brown Supplies, in trade 
journals. 


ACCOUNTS MOVING 


From July 1, Leyland Motors 
Ltd., makers of buses, coaches, 
commercial vehicles, are placing 
their advertising through May- 
fair Advertising Ltd. Trade and 
technical journals at home and 
abroad will be extensively used 
as well as selected class journals 
and anengen, 


~ 

S. C, Peacock Ltd. (Liverpool) 
are handling the regional and 
trade Press advertising of Barker 
& Dobson Ltd. makers of 
chocolate and confectionery, as 
from May 1. 

7 - * 

The account of Spa Brushes 
Ltd. has moved to G. Street 
Co., Ltd., who previously held it 
during the war. Trade Press 
advertising is now running. 

* * . 


e 


A campaign in national and 
women’s Press is to be run b 
New Era Advertising Service Ltd. 
for Norman Linton Ltd. 


FLING—A SOFT 
DRINK 


Napper, Stinton, Woolley Ltd. 
are placing teaser advertisements 
in London evenings for Fling, a 
new soft drink, which will shortly 
be introduced by one of the 
country’s leading soft drink 
manufacturers. Respecting the 
nature of the campaign, “Adver- 
tiser’s Weekly” is not revealing 
the identity of the makers at 
the moment. 


NEW _ CAMPAIGNS 


Jacob & Co., Ltd., makers of 
cream crackers, celebrate their 
centenary this year, and com- 
memorative advertising is now 
appearing in national dailies, pro- 
vincials, women’s journals, and 
religious papers. Whole pages in 
full colour have been booked for 
Illustrated, Picture Post, House- 
wife, Illustrated London News, 
Woman's Own, John Bull and 
Field. The newspaper section of 
the campaign will be of short 
duration, but the colour campaign 
will continue till the end of the 
year. Agents are Service Adver- 
tising Led. 


* * 

A revolutionary policy in the 
field of fishing tackle advertising 
is being used by Nevin D. Hirst 
(Advertising) Ltd. for their clients 


Export Advertising Service Ltd. 
are placing this advertisement 
and similar ones for the Hercules 
Cycle & Motor Co., Ltd., in 
newspapers and _ periodicals in 
nearly 75 different countries. They 
will appear in 35 languages. 


Ogden Smiths Ltd. They are 
placing a series of prestige ad- 
vertisements, a precedent for 
fishing tackle, in suitable media. 
In addition they have persuaded 
The Angler to take advertise- 
ments on its front cover for the 
first time. Commencing this week 
Ogden Smiths will have a regular 
series in this space. 
* 7 


To-day’s (Thursday) half-page 
space in the Daily Express is 
taken by Cyril Lord Ltd. The 
advertisement reflects the festive 
mood and gives a brief reminder 
of the Cyril Lord collection of 
2.300 Festival fabrics. Current 
advertising includes the national 
Press and London Transport 
Executive publicity. Greenly’s 
Ltd. are the agents. 

+ * 


Spaces have been booked for 
a poster advertising campaign in 
connection with Covent Garden 
Flower Show on all main line 
railway stations, selected sub- 
urban stations and Kensington 
Air Stations. 

*~ + * 

Brighton Corporation are post- 
ing 16-sheet bills in London and 
the provinces for three months. 
Agents: T. B. Browne Ltd. 

* * * 


Stowe & Bowden Ltd., Man- 
chester, have placed renewal con- 
tracts for R. R. Whitehead & 
Bros. Ltd., for full-pages in paper 
trade, shoe trade and music trade 
journals and booked two-colour 
pages in Mass Production to 
feature Regalpak Anti-Vibration 
pads. 


Advertising With A ‘Punch’ 


Last November a_ full-page 
(10 in. x 124 in.) coupon adver- 
tisement for Punch, placed by 
Hewitt, Ogilvy, Benson & Mather 
Inc., appeared in the New York 
Times Book Review. 

The advertisement drew a sur- 
prise 978 orders—a return of 
$5,134.50 for an ad. that cost 
$1,700. 

According to Mr. J. L. Marsh, 
head of British Publications Inc., 


which handles the Punch circula- 
tion in the U.S.: “We had the 
best results from this advertise- 
ment that we ever have experi- 
enced with subscription advertis- 
ing. We received subscriptions 
from every state in the Union, 
except Colorada and New 
Mexico. And there were replies 
—with cheques—from Puerto 
Rico, the Virgin Islands, France, 
India and Japan.” 
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CITY DISPLAY ORGANISATION 


is on the move 


In the new Exhibition Works at White City, all the production 
facilities of City Display Organisation are now concentrated for 
making the world’s finest display and exhibition material, ranging from window 
displays to complete exhibitions for home and overseas markets. In this, the largest 
exhibition factory of its kind in the world, clients may inspect and preview the erection 
of their complete stands BEFORE they are ultimately insta!led on exhibition sites. 
Our specialised services include illumination, display animation, Perspex fabrication, 
metal work, model-making and shop-fitting — supported by the C.D. Dealer Service, 
which undertakes nation-wide distribution and personal installation of display 
material at. point of sale. Employing its own transport service, campaigns are 
organised to cover the whole country. 

Overseas — our complete service for international Trade Fairs, covering creation, 
production, shipment and customs clearance, assembly and erection of stands, is 


planned -here and carried out by our Associates in seventeen countries. 


one organisation does the whole job—now better than ever 


CITY DISPLAY ORGANISATION, Exhibition Works, 30 Uxbridge Road, London, W.12 
* SHEpherd’s Bush 1281 
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THAT Kodak Lid. are staging a 


Festival exhibition at Kodak 
House, Kingsway, which shows 
the work of William Fox Talbot, 
the “father of modern photo- 
graphy.” Gerald Barry (right) 
director-general of the Festival 
of Britain attended the opening 
and is seen here with H. S. 
Carpenter, managing director of 
Kodak Ltd. 

. * * 


THAT since the opening of the 
public relations department of the 
Isle of Thanet Building Society 
in 1948 more than 350 articles 
and paragraphs have appeared in 
the Press concerning the Society's 
activities. 
* * * 


THAT a party of British, 
American and Canadian news- 
paper representatives, and B.B.C. 
television, recently visited Jersey 
at the invitation of the States 
Tourism committee. 

* * * 
THAT Watney houses in the 
Festival area are to display large 
size maps in two colours showing 
the position of twenty neighbour- 
ing Watney “locals.” 

- . * 
THAT W. M. Tribute, advertis- 
ing and _ publicity manager, 
assisted by E. A. Gorton, Press 
officer, arranged a visit to the 
Hoover Ltd. factory at Perivale 
for a party of women journalists. 

* * * 
THAT employees of the Wear 
Glass Works, Sunderland, have 
been asked to invent a slogan 
which will make the firm’s name 
a household word. If the slogan 
is adopted there is a prize of £10. 


rey SS 


THAT the Minister of Fuel and 
Power stated in the Commons on 
Monday that hé did not know 
when the sale of branded petrol 
would again be possible. At 
present it could not be done 
without reducing the total supply 
of petrol. 
* * * 
THAT George Murray (Adver- 
tising) Ltd. dart team, captained 
by Bill Bramley, beat Reveille 
advertisement department, led by 
“Bat” Mullings, 2—<) at the 
Codgers, Salisbury Square, last 
Friday. 
* * * 
THAT a miniature lighthouse 
made of salt set in the middle 
of a freshly laid table of cold 
meats and salads, has caught 
the attention of lunch-hour 
customers at a Sunderland res- 
taurant. 
*~ *~ * 
THAT Sture Laftman, managing 
director of the Swedish Adver- 
tising Association, recently 
addressed a group of advertisers 
who were considering forming a 
similar association in Finland. 
~ * * 


THAT the two latest V.D. 
posters issued by the Ministry of 
Health to local authorities will 
not be supported by Press adver- 
tising this year, 
7. * . 
THAT the trade Press have been 
invited to attend a_ technical 
session to-morrow (Friday) morn- 
ing at the annual meeting of the 
Federation .of Master Process 
Engravers now being held at 
Brighios. 
* 7. 

THAT Tresises Drip Mat Co., 
of Burton-on-Trent, are complet- 
ing orders running into hundreds 
of thousands for Festival mats 
for brewers, distillers, wine- 
shippers and _ soft drink 
mar.ufacturers. 


“Spring Cleaning by Electricity” was the theme of a recent window 
display competition sponsored by the London Electricity Board. 


Sixty-two service centres submitted entries. 


The winning window, 


pictured above, was at 72 Edgware Road. 


THAT W, J. Brown, opened the 
48th Exhibition of Fine Tailor- 
ing, organised by Tailor & 
Cutter. 
. * 

THAT the windows of Selfridges 
Ltd., Oxford Street, will feature 
the industrial centres of England 
during the opening weeks of the 
Festival. 


THAT the Yardley window in 
Bond Street, pictured here, linked 
up with an April “Heiress” feature 
“Do you know your colours?” 
The display included the original 
drawing for the double spread. 
Charles Arnold, — circulation 
manager of Lutterworth 
Periodicals Ltd., arranged the 
tle-up. 
. * 

THAT a two-way broadcast link- 
ing Brighton, Sussex, and 
Brighton, Victoria, was a feature 
of the Australian Honey Week 
in Brighton and Hove. The in- 
formation department of Gordon 
& Gotch Ltd. was responsible for 
the British end. 

* * * 
THAT over 220,000 folders pub- 
licising the British Display Asso- 
ciation’s national display contest 
in connection with the Festival 
of Britain are being distributed 
to retailers. 

* * * 
THAT representatives of the 
shipping and technical Press 
were taken on a test trip on the 
Marconi International Marine 
Communications Company's new 
research yacht Elettra II. W. 
Maconachie, assistant manager, 
technical information and 
publicity division, was in charge 
of the visit. 

* * - 
THAT the Financial Times chal- 
lenge trophy for athletics, pre- 
sented for competition in 1922, 
is one of the 500 trophies on 
show at the National Sporting 
Trophies exhibition at Hutchin- 
son House. Stratford Place, 
Oxford Street. 

* * * 

THAT the exhibition of indus- 
trial photographs by Walter 
Nurnberg at the Alpine 
Galleries, South Audley Street, 
which finishes on Saturday, will 
visit Amsterdam. 
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ADVERTISING 
DIARY 


Friday, May 4. 
Cius oF Gtascow. 
John Martin on “Pageant for the 
Festival of Britain.” nor 
Restaurant, 12.55 p.m. 


» May 7, 

Pusticiry Civs or LONDON. 
Southern area finals, nationa) public 
speaking contest. Publicity C.ub of 

mdon v. Regent Advertising 
Club. Waldorf Hotel, 8 p.m. 

Nat? ADVERTISING GOLF 
Circie auction lunch. Savoy. 

Bristo. anp West Pus.icity 
C.va annual mecting. Grand 
Hotel, 6.30 p.m. 
Tuesday, May 8. 
SOuTHAMPTON PusLiciTy CLus. 
Alan Whitworth on “Advertising 
from the advertiser's point of 


WOMEN'S ADVERTISING CLUB OF 
dinner. Guests: The 
“Twenty Questions’ team. Troca- 
dero, 7.30 p.m. 
5 %. 
NaTIONAL ADVERTISING GOLF 
CIRCLE spring meeting. Sunningdale 


INSTITUTE OF PuBLIC RELATIONS 
nch. E. D. O'Brien on “Stock- 


Resiaurant. 12.55 p.m. 


THAT Sidney-Barton Ltd. have 
been appointed public relation 
consultants to the Parsons 
Engineering Co. Ltd., 
Southampton. 

* * * 
THAT a thousand dancers at the 
annual ball and whist drive of 
Timothy Whites & Taylors Ltd. 
received a copy of The 
Prescription at midnight specially 
printed and _ published that 
evening with the co-operation of 
the vorsae Evening News. 


THAT over 1,000 people attended 
the finals of the People National 
Ballroom Queen contest at 
Grosvenor House, Park Lane. 


“So00 |= 


é : 
tee [SPURS success Is 
breed POR SOCCER 


THAT “Sporting Record” were 
on the streets with a special Spurs 
feature page on Monday morning 
thirty-six hours after Tottenham 
had become league champions. 
It included a half-page advertise- 
ment for Pegasus Activity Under- 
wear, which contained a picture 
of the team. Agents for Pegasus 
are Geo. J. Smith Advertising. 
Henry Borrell and Bill Baxter of 
“Sporting Record” advertisement 
department, produced the page. 
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KX, COOK AOKI: 
x KOK REO OENG 


6) OOK KOOOQK HOE 
OOO KLAR HAAN 


Descendants of visitors to Messrs. 
Spicer Brothers Stand at the Great 


Exhibition of 1851 are respectfully 


reminded that their paper problems 


can still with advantage be 


referred to : 


ati9 New Bridge Street ECA 
& fourteen provincial branches 


——— 
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‘House & Garden’ 
Colour Exhibition 


A “colour exhibition” of a 
dozen suggestions for internal 
decoration and furnishing 
schemes is being presented by 
House & Garden at the offices of 
Thos. Parsons & Sons Ltd., print 
and varnish manufacturers, in 
Grosvenor Street, London. 

Comprising drapes, materials, 
furniture, and objets d'art, each 
scheme uses one basic and three 
complementary colours. With 
each scheme is shown a list of 
the firms contributing—most, but 
not all, advertisers in House & 
Garden. The exhibition will last 
ull May 15 

* “ * 


May issue of Family Doctor 
has articles ranging from music 
to measles, and a contribution on 
children in hospital by Prof. 
Alan Moncrief Nuffield  Pro- 
fessor of Child Health at the 
University of London. 

* * * 


A 100-page Festival number of 
Pharmaceutical Journal, pub- 
lished last Friday, gave compre- 
hensive reviews of British 
achievements in the various fields 
of pharmacy. The issue was well 
supported by advertisers and a 
special supplement was included 
for late news and classified 
advertisements. 

* *. * 

This week's Lronmonger is a 
combined overseas trade and 
B.1.F. number containing over 
400 pages, seventy-five per cent 
of which are devoted to adver- 


tisements. Included is a survey 
of exhibits at the B.LF. 
. * * 

Modern Caravan’ (formerly 


Berkeley Magazine), 1s sponsor- 
ing a competition to find 
*Britain’s Festival Year Caravan 
Girl.” 

* * 

“We're looking for a Conan 
Doyle” is the punch-line used by 
Collins Magazine announcing a 
book club competition for June. 
First prize is an agreement to 
publish the best manuscript sub- 
mitted. 

* * 

“Last year 72 leading adver- 
tisers of toilet goods chose this 
tamous family magazine to pub- 
licise their products,” states a 
new Home Notes promotion 
folder. Circulation is given as 
over 300,000 

e x 

Prior to its publication by 
Methuen in_- book form, 
IMustrated will be featuring 
extracts from H. V. Morton's 
latest. work, “In Search of 
London.” 

¥ « a 

\ greatly enlarged British 
motor industry number of The 
Motor on May 9 will survey 
every stage of car production. 

* * * 

The .Spring Books number of 
Time and Tide, enlarged and with 
an attractive display cover, con- 
tains also special articles on the 
Festival of Britain. 
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| Publications News and Notes 


Biggest number ever published 
by Punch aptly titled The Festival 
of Punch (2s.) marks the centen- 


ary of the famous journal 
(uncelebrated in 1941). The main 
part of the issue is the Pageant of 
Punch, where items from Punch 
back to 1851 are reproduced with 
the original type and layout. The 
changes in fashion, writing style 
and pictorial comic humour are 
caught in these pages in a fas- 
cinating manner. The remainder 
of the issue is taken up with 
Punch’s fictitious exhibition and 
festivals in general. 


* * * 


Motor Trader’s annual equip- 
ment number to be published on 
May 9 is enlarged to 148 pages, 
and will contain a comprehensive 
review Of servicing equipment, 
introduced over the past twelve 
months. The issue will be 
square-backed with a two-colour 
cover, 

- * * 


Kemsleys have published at 

Handy Harry’s Home Hints 

reproducing in book form the 

popular practical-help feature 
strip of the Empire News. 
* * * 


Selling price of Antiques 
Review increases to 5s. with the 
June issue, published on May 25. 


* * * 


April issue of The Ambassador, 
has a full colour supplement on 
the textile exhibits at the forth- 
coming Canadian International 
Trade Fair, particular attention 
being paid to the combined 
exhibits of the National Wool 
Textile Export Corporation. This 
Corporation's exhibit at the B.LF. 
is also covered in a special feature 
along with a_ general B.I.F, 
supplement. “Twenty - seven 
pages of tradition, progress and 
elegance,” is a feature appertain- 
ing to the Festival of Britain. 

* * * 


Selling price of Melody Maker 
will be raised to 6d. weekly 
commencing with the issue dated 
May 19 


Messages of congratulation 
from prominent city and county 
people were sent to the Citizen, 
Gloucester, when on Tuesday it 
reached its 75th anniversary. 
From the early days when its 
sale was less than 1,000 copies 
an evening, the Citizen has 
enjoyed unbroken success, and 
now has a circulation in excess 
of 38,000. 

* * * 

The Public Ledger, which was 
nearly a century old when the 
Great Exhibition was opened in 
1851, has published a_ Festival 
Supplement which includes a 
complete reproduction of an 1851 
issue of that newspaper. 

* * 


The Jewish Chronicle's 128- 
page crown 8vo. Travel Guide 
(Festival of Britain edition) held 
up by printing delays, will be 
published on Monday. 

” * - 

What is claimed to be the most 
comprehensive hotel guide pro- 
duced in this country has been 
published by The British Hotels 
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and Restaurants Association in 
time for the Festival. A feature 
is the alphabetical illustrated 
directory which gives a picture 
and full details of tariff and 
amenities for 2,150 member 
hotels and restaurants. A list of 
members shows in tabular form, 
size, licence, basic tariff for 
rooms and meals, and other 
details. This covers 4,000 estab- 
lishments throughout the British 
Isles. 


* 7” 

Latest booklet ania: by the 
Bureau of Current Affairs is The 
Festival of Britain (9d.) by Basil 
Taylor, organising secretary of 
the National Art Collections 
Fund 


Argus Were Hosts 
Argus Press circulation depart- 
ment held a conference of repre- 
sentatives who were afterwards 
entertained to lunch by the com- 
pany at Simpson's Restaurant, 
H. C. Drayton, chairman of 
the age presided, supported 
by F. Lewis, managing direc- 
tor, we re Garnham, director of 
circulation, A. H. Melsaac, ad- 
vertisement director, H. J. C. 
Rowe, director, and D. Horn. 
secretary. 


Legal and Gazette 


CLOTHING ADS. FRAUD 


At Dewsbury, Ronald Leon Smith 
(23). of Hope Street, Dewsbury, was sent 
to prison for 12 months after pleading 
guilty to charges of obtaining sums 
totalling £227 Ss. 4d. by fraudulent 
advertisements and worthless cheques. He 
was also fined £5 for using the word 
*Ltd”. in carrying on a business which 
was not incorporated under the Companics 

ct 

Supt A. Iverson stated that as a 
result of advertising in Lancashire and 
Leicester newspapers Smith had rece ved 
£182 8s. 4d. from 181 orders for cloth- 
ing, none of which had been fulfilled, 
while Smith also admitted charges of 
obtaining money by worthless cheques 

On Smith's behalf, it was stated that 
there was no suggestion of any criminal 
intent when he began business in cloth- 
ing. When he had found himself short 
of money he had tried to recoup his 
losses by gambling and had lost all his 
money Smith was prepared to make 
resutution. 


New Companies 


gt a Ltd., 96 Cheyne 
Wa S.W Proprietors and publishers 
of conten journals, magazines. Nomi- 
Mal capital: £100 Subscribers: H. N. 
Bayne-Powell and Patience L. Bayne- 
Powell 

Letts Church Publishing Co. Ltd., 59 
Tanworth Lane, Shirley, nr. Birmingham 
Advertising agents. printers Nominal! 
capital: £1,000 Directors: Mrs. B. M 
Lotts and Mrs. P, Newton-Mason 
Showcard Displays (Essex) Ltd. 10 
Queen Street, E.C.4 Nominal capital: 
£1,000 Directors: R. W. Hurst and 
S. E. Stevens 

G. 8, Gerrard Lid, Advertising agents 
contractors and consultants 
capital, £5,009 Direc: or: G 
(The above-mentioned  particu'ars = 
new companies recently registered 
taken from the Daily Register complied 
by Jordan and Sons, Ltd.. Company 
Registra Agents, 116 Chancery Lane 

Lundon, W.C.2) 


WILLS 


Lr. Cot. CuirrorpD DOMMETT SHELDON 
of Lygon, Aylesford, Kent, late chairman 
of the Association of Makers of News- 
orint, Managing direcior of Albert E 
Reed & Co., paper er urers, left 
£86,875 Is. Id. gross, £63 ~ Is. id 
net value (Duty paid £24,7 

Joun Henry JOHNSON, ae Lodore, 
Southborough Road, Chelmsford, editor 
for a number of years of the *‘Electrical 
Engineers Year Book,” left £6,820, Is. Id 
gross, £6,723 15s. 3d st. 

Hersert Dean, of Riftswood, Comber- 
ford Road, Tamworth, Staffs., a director 
of Tamworth Herald Newspapers Lid 
left £64,838 2s. Lid. gross, £58,895 4s. 10d 
net. (Duty paid £20,531) 

Harry Parsons, a director of Southern 
Newspapers Ltd.. left £165,437 19s. 9d 
gross, £163,591 2s. net value. (Duty paid 
£88,702) 

BANKRUPTCY PROCEEDINGS 

. . SUCKLING (male). 72 Berkeley 
Avenue, Cranford, Middlesex, lately 
carrying on business with another as 
Cyprus Advertising Bureau, 401 Ulster 
Chambers, 168 Regent Street, W.1, 
advertising agents Public examination 
June 5 at Bankruptcy Buildings, Carey 
Street, W.C.2 

Dorotuy ANNIE 
(feme sole), 1473 
Stirchley. Birmingham, Warwickshire, 
printer and stationer Receiv ng — 
and Order of Adjudication April 26 


DISSOLUTION OF PARTNERSHIP 
Haro.pD ALFRED BOMBER DOouGLas 
roe Bomser and Denis Doy.e, trading 
“Weldon Press,”’ printers, High Strect 
Brierley Hill, Staffs. March 1, 1950 
(dated March 22, 1951) All debts by 
Harold Alfred Bomber and Douglas Alan 
Bomber who will continuc 
Douctas ALAN Bomser and Denis 
Dove, trading as “Weldon Public'ty. 
publicity and advertising agents, High 
Street, Brierley Hill, Staffs March 1, 
1950 (dated March 22. 1951). All debts 
by Douglas Alan Bomber. 


HOLBECHE-~CAWTON 
Pershore Road, 


DISPLAYS 
EXMIBITION STANDS 


MERCURY 


DISPLAYS LTD. 


245 VAUXHALL ete ROAD 
VICTORIA - S.W.1.-TE 12.3 


HARROW 
BILLPOSTING 
COMPANY 


PADO NETO 


37 SPRING ST REET W.2. 
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MODERN FACTORY 
.. out-of-date OFFIGE? 


* That’s the anomaly of many present day businesses. 
Once it was the reverse. Now the factory has out- , j , 
stripped the office in the adoption of modern ; — 
methods. Look to your office efficiency. Electronic 
science, which has revolutionised so many factory 
processes, now slashes office wastage. 
The Emidicta is the Electronic secretary which re- 
cords on the spot, letters, notes, reports, thoughts, 
messages—what you will—all for easy transcrip- 
tion by the typist at the most convenient time. 
Nothing can resist the eventual adoption of the 
Emidicta by every progressive office management. 
Use the coupon to obtain a free demonstration 
and descriptive literature. 


™% Emidicta 


This Electronic Dictation Machine out-dates all past achieve- 
ments in the field of recorded dictation... produced by E.M.I., 
the great electronic engineering organisation which includes 
“His Master’s Voice”, Marconiphone and Columbia—past- 
masters in the art of recording and sound reproduction. 


_ | THIS COUPON CAN SHOW THE WAY 
_ TO GREAT SAVING OF TIME AND 
MONEY IN YOUR OFFICE WORK. 


To E.M.I. Sales & Service Ltd., Emidicta Division, Dept. 1. 
363-367, Oxford Street, London, W.1. 

Telephone: Mayfair 8597, Grosvenor 7127 8. 

Please send full details of the Emidicta, 


Name 


Transcription errors are eliminated because Address 


dictation is recorded word for word. 
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ADVERTISER'S WEEKLY 


APPOINTMENTS VACANT 


THE IRISH NEWS 
AGENCY 


invites applications for the 
position of Photographic De- 
partment Manager. The Mana- 
ger, who must be a working 
Press Photographer with wide 
experience, must be capable of 
setting up and controlling a 
modern press photo agency in 
all its aspects and have experi- 
ence with wire-photo transmis- 
sion. Applications, giving the 
fullest details of career and 
experience, and stating salary 
expected should be sent to the 
General Manager, 


THE IRISH NEWS AGENCY 
76-77 Grafton Street, Dublin 


COMPTOMETER OPERATORS required 
for temporary work—West End, City 
and London Suburbs. Travelling allow- 
ance. Occasional and permanent vacan- 
cies for fully experienced operators 
only. Write Essex Calculating Service 
Ltd., High Road, Chadwell Heath, 
Essex yne Seven Kings 
MPOSITORS ag by large Ticket 
Printing Firm in Middlesex, Write with 
details of experience to Box 5268 Frost- 
rex Advg., 64, Finsbury Pavement, 


LAYOUT: Established London Agency 
requires a further layout artist with at 
Seast 5 years’ Agency experience. Top 
salary to competent worker producing 
g00d class pencil roughs. Write fully, 
stating age, experience and salary re- 
quired to 
Box 1635 Ad. Weekly 180 Fleet St BC4 


SECRETARY FOR ADVERTISING MANAGER 
Agency experienced lady required for 
this post. Shorthand, typing. French if 
possible and with knowledge of pro- 
cedure of Agency departmental routine 
and language. Salary nec ait to ex- 
perience. aap 


Advertiser's Weekly. “T00 Fleet St., E.C.4 


CAPETOWN. Good ail round artist 
required by well known Agency. Must 
be able to produce good, clean visuals, 
and layouts and some finisaed art. To 
the right man this position offers an 
excellent opportunity in delightful sur- 
roundings, and will pay as high .as 
£109 per month — agency 
experience essential. App! 

Box 1681 Ad. Weekly T50" Fleet St EC4 


LAYOUT MAN 


We require a layout man able to 
produce fresh slick presentation 
visuals. Ability to produce some 
finished work when required 
will be considered an advantage. 
A permanent job in clean com- 
fortable conditions in a rapidly 
growing business. 


HYDE & PARTNERS LIMITED 
ADVERTISING 
Queen St. Chambers, 90 Queen St., 
Cheapside, London, E.C.4 


TECHNICAL WRITER required. A per- 
manent interesting publicity job on 
communication and allied electronic 
instruments. Successful applicant will 
be required to handle press publicity 
and some house journal work, and 
should be capable of preparing news 
items and working up articles from 
bare facts. Experience in both technical 
and popular writing desirable. Please 
write, giving full details, including 
salary required, and quoting Ref. HHH 


to 
Box 1680 Ad. Weekly 180 Fleet St EC4 


’Phone your Classifieds 


CLASSIFIED ADVERTISEMENTS 


RATES: APPOINTMENTS VACANT 3s. 6d, per line. APPOINTMENTS WANTED 
3s. per line. panel 


35s. per inch. 


Display panei 45s. per inch. Minimum three lines. Each line consists of average of 
24 letters, ignoring space. Box number counts as one line and ts to be paid for. 


Additional fee of 9d. is 

insertions, 5%, om 13, 10% on and 15% 

seven insertions MUST BE PREPAID. 
Street, E.C.4. 


2 oe, Se @ 


Address: “Advertiser's Weekly, _ ise Peet 
"Phone Chancery 8844 


APPOINTMENTS VACANT 


= TORSHIP in a medium-sized West 
Agency, handiing important con- 
if and industrial accounts, is 
offered to a fully experienced all-round 
agency executive, having a flair for 
business-like copy and contact, and 
some personal accounts in his own right 
to service. Commensurate salary, ex- 
penses and commission. No inyest- 
memt required. 
Box 1670 ‘Ad Weekly 180 Fleet St EC4 


F. HUGHES-FREELAND 
of 


H-F ADVERTISING 


requires 


A SECRETARY 


She must be quiet mannered and 
quick thinking, a speedy shorthand 
typist and she should have 
secretaried an Advertising Agency 
Executive or Director effectively for 
several years. If she has these quali- 
fications she should write, siating 
why she thinks she could be a busy 
advertising man’s “right hand man.” 
The salary offered will be adequate 
but mot enormous a the prospects 
good. 


102 Baker Street, W.! 


SUCCESSFUL SALESMAN required, 
London, to represent high class com- 


mercial 
CM/KINO, London, 


and commission. 
Ww.C.l. 

PRODUCTION MAN wanied. Salary 
according to age and experience. Write, 
giving full details of experience to Pro- 
duction Director, S. H. Benson, Lid., 
__Kingsway Hall. W.C.2 

PHOTOGRAPHY—Representative with 
sound connections, reauir eq by a well 
established as offering full ae 
‘or bot | White and colow 
Box 1661 Ad Weekly 180 Fleet St EC “4 


CANDIDATES FOR 


THE (A.A., LLLP.A., and 1.S.M.A. 
EXAMINATIONS 


are offered a coaching service 
which has won remarkable 
successes, including a large per- 
centage of the A.A. Diplomas 
awarded in recent years and 
1.S.M.A’s Pickup Medal in 1944, 
1946 and 1948. We also offer 
non-examination Courses, both 
comprehensive and specialised, 
in modern Advertising, Sales- 
manship, and Sales Management. 
Send for our 28-page booklet 
“‘Advertising’’ or ‘‘Salesman- 
ship and Sales Management" (36 
pages). Each is packed with 
practical information. They are 
free. So are the willing services 
of our Advisory Department. 


INTERNATIONAL CORRESPONDENCE 
SCHOOLS LTD., Dept. A.W. 10 
International Bidgs., Kingsway, W.C.2 


SALESMAN required with experience and 
proved ability to sell space in year 
a Salary, expenses and commis 

Prospects. Write with 
references to: Magnet Advertising Co., 
Lid., 91 Stoke Newington Church 
Street, London, N.16. 

WANTED London Representative to act 
as Agent on behalf of the Electric 
Newspaper now in operation in Black- 
pool. Must have contact with leading 
Advertising Agencies Electric News 
_Ltd 3 Edward Street, Blackpoo! 

PRODUC TION MAN with practical 
agenc experience, for blockmaking, 
typesetting, foundry orders, copy des- 
onl and printing side of modern 

Progressive post ae 
£300-£450 sccordiag to experic 
Box 1650 Ad. Weekly 180 Fleet St EC4 


IMPROVER RETOUCHER 


REQUIRED 
FOR FIRST CLASS STUDIO 
Great opportunity for speedy 
advancement to the ranks of 
top paid men. Particulars. 


Box 9412 
Advertiser's Weekly, 180 Fleet St., E.C.4 


COPY WRITER-VISUALISER required 
for organisation spec alising in pub- 
licity for the building and allied 
industries. Must be able to assimilate 
factual information and present it 
logically as copy and layout for book- 
lets, pamp4iiets or press advertisemen's 
Box 1690 Ad. Weckly 180 Fleet St EC4 

CAPABLE Secrciary-Shorthand “Typist. 
with initiative, required by Publicity 
Controller at Central London Head 

ce of important nation-wide 
Organisation. Advertising Department 
or Agency — an advantage. 
Five-day week 

Box 1691 Ad ‘Weekly y_ 180 Fleet St BC4 

FIRST CLASS contact man required by 
London Studio. Write for an appoint- 
ment. Confidentially to 
Box 1693 Ad. Weekly 180 Fleet St BC4 


GENERAL MANAGER required West 
End Publishing House distributing 
continental! magazines. Previous experi- 
ence essential, fullest details age, 
languages, etc 
__ Box 1694 Ad Weekly 180 F'eet St BC4 


ADVERTISEMENT REPRESENTATIVE 


required by important agricultural 
journal Applicants should have 
Practical knowledge of mechanised 


farming, and selling experience. Own 
car an advantage. Write in strict con- 
fidence giving details of om experi- 
ence and salary required 

Box 1692 Ad. Weekly 180 ‘Fleet St BC4 


A SLICK LETTERING MAN 


capable of producing finished 
roughs up to clients standard is 
required by 
JOHN HADDON & CO. LTD. 
For appointment phone 
Studio Manager, CENetral 8156 


ADVERTISING DEPARTMENT of large 
engineering firm with offices on the 
outskirts of N.W. London requires 
experienced lay-out man about thirty. 
to be responsible for production of 
catalogues aid leaflets, Some knowledge 
of the electrical industry would be an 
advantage Full deta.is of experience 
etc., to 

_ Box 1688 Ad. Weekly 180 Fleet St EC4 

FIGURE, anima! artists wanted, strip car- 
toon work ing Ganteaume Produc- 
tions. MUSeum 1213 

SCOTTISH ADVERTISEMENT REPRE- 
SENTATIVE required by old estab- 
lished agricultural journal Appl can‘s 
should have good connection among 
Scottish advertising agents, knowledge 
of agriculture an advantage. Own car 
preferable. Write fully in strict confi- 
dence giving details of past experience 
and salary required to 
Box 1689 Ad. Weekly 180 Fleet St EC4 


FINISHED ARTIST 


An all round artist (no 
retouching required) cap- 
able of producing work 
of first class commercial 
standard jis required by 
progressive technical 
agency. Reply stating age, 
experience, salary. (Pre- 
sent staff advised of this 

vacancy). 

Box 1685 

Advertiser's Weekly, 180 Fleet St., E.C.4 


to CHA 8844 (Ex 23) 


May 3, 1951 


APPOINTMENTS VACANT 


SECRETARY - SHORTHAND / TYPIST 
tequired for Ficet Street Advertis ng 
Speedy and accurate; must 
be able to work on own initiative 
Good salary and interesting position 
to 7 soeecemt, preferably over 
25 year Wri 
Box 1695 Ad. "Weekly 180 Fleet St EC4 


MARKET 
RESEARCH 


Large London Agency requires 
experienced Research man to 
take charge of this phase of 
its activities. He should be 
under 40 and have had Agency 
training in a wide variety of 
investigational work. He will 
be expected to plan the re- 
quirements, to prepare final 
reports and recommendations, 
and he will not be reluctant to 
make calls himself for check- 
ing and planning. He will be 
well paid and included in the 
Pension scheme. 


Box 9426 
Advertiser's Weekly, 180 Fleet St., E.C.4 


MARKET RESEARCH OFFICER re- 
quired. Must have degree in Econo- 
mics (inc!uding specia isation in Statis- 
tics). The person appointed will work 
in close touch with the Manager of 
the Department, and preference will 
be given to a man (or woman) under 
30 with practical experience of Market 
Research Write fully and in con- 
fidence, stating salary. asked, to: J. K. 
Lambert, Messrs. Pritchard, 

food & Partners, Advertising Agents, 
25 Savile Row. London 1 

ADVERTISEMENT MANAGER impor- 
tant post shortly to be filled on 
long established journal, London 
Give details of selling record. 

_ Box 9405 Ad. Week'y 180 F'eet St EC4 

REPRESENTATIVE (London Area) re- 
quired by old established Sunpliers. to 
call on Screen Printers. Must have 
sound practical knowledge 
confidence with full particulars of 
experience, age and past employment. 
Box 1698 Ad. Weekly 180 Fleet St EC4 


What’s your 
figure? 


We'd like to know because 
there’s room at Pentagon for 
a specialist in figure. Someone 
whose experience has taught 
them just when to put that 
extra something into the job 
that the exacting client forgot 
to suggest. 

There’s also a place for a 
specialist in lettering too but 
again only for the tip-top. 
Ring for an appointment if 
you know that you'll not be 
wasting your time. 


PENTAGON 


DESIGN SERVICES LIMITED 
WELBECK 5445 


PERSONAL SECRETARY (Shorthand/ 
typist) with sound educational back- 
ground required by Director in charge 
of medical promotion activities of 
London ethical pharmaceutical company 
with world wide interests. This is an 
interesting and responsible position. A 
knowledge of French is desirable. but 
not essential. Write, giving oe of 
age. qualifications and experience 
gern cequired for interview will 
be not 
Box 1684 Ad. Weekly 180 Fleet St EC4 
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May 3, 1951 


POINTMENTS VACANT 


SILK SCREEN Working 
wanted. Permanent, 
right applicant. 
Box 1683 Ad. Weekly 180 Fleet St EC4 
JUNIOR SHORTHAND TYPIST wanied, 
experience of Advertising Agency book- 
keeping an advantage Comfortable 
post, interesting work Write stating 
age, full particulars and salary required 


Box 1696 Ad. Weekly 180 Fleet St EC4 

PUBLISHERS of guide books, maps, 
have vacancy for assistant with experi- 
ence of layouts, etc. 


Foreman 
wages 


—, aa particulars 
Ad. Weekly 180 Fleet St EC4 


caer ESTIMATOR required by 

ing London Cardboard Box 
lacturers Only those with up-to-date 
and practical experience in similar 
capacity need apply. Good salary for 
right man. 

Box 1699 Ad. Weekly 180 Fleet St EC4 


AN IMPORTANT 
VACANCY 


“HOLLERITH” require an 
Accountant or Cost Account- 
ant with a flair for journalism 
—or a Journalist with a com- 
mercial background and ex- 
perience of accounting pro- 
cedures. 

The successful candidate 
must have the ability to inter- 
view at high level, to collect 
and assemble facts describing 
any scheme of punched-card 
mechanisation in a manner 
suitable for publication. 

The man chosen for this appoint- 
ment will receive thorough training in 
punched-card machines and tech- 
aiques at our Educational Centre. 

Written applications, which will 
be treated in the strictest confidence, 


should state experience and salary 
tequired, and be sent to: 


The Staff Manager 

THE BRITISH ‘TABULATING 
MACHINE CO. LTD. 

17_PARK LANE, LONDON, W.! 


FASHION ARTISTS are requires by 
studio working for leading stores and 
manufacturers. Write, stating experi 
ence, class of work, salary, age, cic. 
Enclose one example — will be 
returned by post or imtervi 
__Box 9414 Ad. Weekly 180 Fleet St BC4 

ADVERTISEMENT REPRESENTA- 

VE required for one of the largest 
circulated Loadon Suburban News- 
. Some experience preferable. 
‘rite, giving full particulars to 
Box 9406 Ad. Weekly 180 Ficet St BC4 


CLASSIFIED ADVERTISEMENTS 


APPOINTMENTS VACANT 


NEWSPAPER MANAGER required for 
ieading National Weekly Newspaper, 
London. State full experience 
Box 9404 Ad. Weekly 180 Fleet St BC4 

INTELLIGENT GIRL for Advertising 
2) knowledge of shorthand-typing, 

etc. 9.30—5.30. No 


lary according to ability. 
Ring TEM 6010 for appointment. 
Vacancy occurs in London 
Commercial Swdio for all round 
genral artist. Capable of producing 
first class work. Position carries good 
Saiary with ideal working conditions. 
Write fully, ae age, experience and 
Salary requir 
Box 1636 ‘Ad. Weekly 180 Fleet St BC4 
YOUNG MAN OR WOMAN required 
4s production assistant in Prim and 
Publications Department, able to keep 
Schedules, chase progress, produce 
rough type layouts and typewrite. Some 
knowledge of print, or ability and 
Gesife to acquire it. Write full details 


o 
Box 9402 Ad. Weekly 180 Fleet St BC4 

ADVERTISEMENT REPRESENTATIVE 
required for well establisned periodical. 
Qualifications necessary: Keenness, 
initiative, good appearance and person- 
ality. Some knowledge of the building 
industry an advantage Applicants 
should write giving qualifications, 
details, education, business experience, 
€tc., to “Ihe Architectural Review,” 
9/13 Queen Anne's Gate, S.W 

se SHORTHAND-TYPIST, aged 

19, required to train as secretary to 

Pubticin Manager of Fiecet Street 
book-publishing fi Exceptional 
Opening; interesting work. Write 
Box 9407 Ad. Weckly 18) Fleet St BCS 

ADVERTISING SPACE SALESMAN 
required for South Wales area 10 work 
industrial review and other regional 
Publications. Residence in South 

: 5 First class men only 

Write stating date of 

Status, previous experi- 

her car owner, 

Box 94 4 Ad. Weekly 180 Ficet St BC4 


APPOINTMENTS WANTED 


ADVERTISING MANAGER (38) secks 
opportunity for creative ability. Experi- 
ence covers wde range of national 
advertising press, print and display. 

_ Box 1682 Ad. Weekly 180 Fleet St EC4 

EXPERIENCED — GENERAL 

TRATOR, 31 National ee 
G.A. specialist in strip cartooni 
technical and marine work, all met 
of reproduction, secks position in go 
ahead studio or firm 

Box 9409 Ad. Weckly 180 Fleet St ECs 

ARTIST, 28. 7 years’ experie 
situation —— keenness aad is initiative 
are welcom 
Box 9408 ‘Ad “Weekly 180 Fleet St BC4 

LADY ADVERTISEMENT REPRE- 
SENTATIVE, age 31, desires change, 
London area. Trade journal enquiries 
welcomed. Salary basis. 

__ Box 9401 Ad. Weekly 180 Fleet St EC4 


CAN ANYONE offer me employment? I 
am willing to do anything. Write 
catalogues, address envelopes, prepare 
lists of addresses. 

x 1679 Ad. Weekly 180 Fleet St BC4 


PUBLICITY MANAGER (35) 
keen, energetic worker. Twelve 
years experience with manufac- 
turing concerns. Excellent refer- 
ences. 


Box 1686 
Advertiser's Weekly, 180 Fleet St., ECA 


PRODUCTION MAN of ten years’ all 
round experience with small agencies, 
desires position with prospects. Experi- 
enced in copy, visuals, art buying, print 
and some contact work. If interested, 
Write then to 
Box 9429 Ad. Weekly 180 Fleet St EC4 

EXPERIENCED — — in 
animal drawings, se 
Box 9403 Ad Weekly 190 Fleet St BC4 


aAKEUP AND COPY CLERK: 
Vacancy for girl preferably experienced 
in handling copy, for established Lon- 
don Publishing House. Se Salary 
oon £7. Pension sche’ 
Box 1603 Ad. Weekly 180. Fleet St EC4 
GOOD ACTION Figure Artist required 
on a free lance basis to work in studio. 
Good strip artist also required. 
don Studio. 
Box 1700 Ad. Weckly 180 Fleet St EC4 


APPOINTMENTS WANTED 


Fully Experienced AGENCY 


PRODUCTION MANAGER 

AND CONTACT MAN 
Seeks opportunity of extend- 
ing his capabilities. Familiar 
with all phases of advertising 
production. Would consider 
Progressive post with 

Manufacturer. 
Full details on request 


Box 9421 
Advertiser's Weekly, 180 Fleet St., E.C.4 


PRODUCTION ASSISTANT with all 
round knowledge of blockmaking and 
Accurate worker to 
se to compiction. 
Reasonabie salary dependent on ability. 
Box 9415 Ad. Weekly 180 Fleet St EC4 
LAD REQUIRED (or smail studio. Inter- 
ested in lcttering and design. Phone for 
appointment MUS 1049. Bus. hours. 
ARTIST. There's a future in this agency 
for a young man or woman who has 
advertising ideas and can draw almost 
anything to a finished rough standard. 
Phone; Studio Manager for appoint- 
—_. Auger & Turner, Lid. GER 


FIRST CLASS experienced space sales- 
man required by wade journal. Write 
fully and in confidence to 
Box 9417 Ad Weckly 180Fieet St EC4 

MALE CLERK (age 25735), required for 
Production Department of well-known 
Publishing House. Production experi- 
ence essential. Write, giving full 

fticulars to 
x 9418 Ad. Weekly 180 Fleet St BC4 

EDITORIAL ASSISTANT (ge about 
25), required by Publicity Department 
of large Industrial concern. Applicants 
must have ability to prepare visuals 
for bookict, magazine design. Salary 
£450 p.a. Apply: 

Box 9419 Ad. Weekly 180 Fleet St EC4 


SHORTHAND-TYPISTS. Private 
taries, 


Embassy B 
(WHttesall sya We weet wed 
a! 
efficient_ personnel. “ 
A.LP.A. DESIRES A NEW APPOINT- 
ME Key man (26), 
executive post with an agency where 


initiative, administrative ability, a 
keen critical faculty and a flair for 
writing sound commonsense copy are 
an advantage. Public schoo! education, 
cnginecring diploma, wide experience 
of top level handling of a large variety 
of accounts, both national and techni- 
cal, and a complete knowledge of ali 
aspects of agency — are among 
the assets which he has offer 

Box 9411 Ad. Weekly 180. Fleet ‘St BC4 


ARE YOU LOOKING FOR a Print Buyer? 
Over 8 years experience as a printer's 
representative—litho and letterpress— 
assistant to Managing Director. Know- 
ledge of estimating, paper, oud tans and 
point-of. advertising — 


contacts. Age 31. hen to nanding cafe 
Advertisar’s Weakipe' 100 Pleat Se., £64 


"Phone your Classifieds 


eens 


DON'T READ ON 
if you are not interested in an 
editorial and production assistant, 
non-genius, who at 35, feels someone, 
somewhere, can use his knowledge 
gained in the production of monthly, 
quarterly journals and boc 
knowledge of copywriting, typo- 

layout, printing and direct 

work, editor in own right, 
Proudest possession, sense of humour 
If you are interested, please com- 
municate with 


Box 9425 
Advertiser's Weekly, 180 Fleet St., E.C.4 


COMMERCIAL ARTIST experienced in 
still life, lettering, humorous design, 
secks additional work 
Box 1678 Ad. Weekly 180 Flee: St BC4 


FREE LANCE SERVICES 


COMMERCIAL ARTIST requires process 
work (ime, tone and colour), Lettering 
Finished work from your 


233 Ad, Weekly 180 Flect St BC4 
POSTER R INSPECTIONS undertaken in 

Londc d the South 
_ Box 1659 Ad. Weekly 180 Fleet St EC4 
TECHNICAL ILLUSTRATION for re- 
Retouching, loded 


WELL FINI ISHED Lettering, ae wings. 
etc., W. Gardiner. TER 792 


BUSINESS OPPORTUNITIES 


SPECIALISED PUBLISHERS can under- 
take Catalogue, Directory, ¢tc., com- 
pilation tor, Firms, tions, cic., 
| a Indexing and Advertising 
Space Sa 
Box 1609 Ad. Week Weekly 180 Fleet St EC4 

48 PER CENT repiics to a circular. See 
this Order Winner. Leara secret of 
its power. See the Senog System in 
action. All Fg ° a “Selling LJ 

tt Se or free prospec 
re 4 Jones Senseeae, Lid., 302b 

_vark Road. 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIES 


CAMERA TALKS (Photographers): Edu- 
cational Ry Bi proceetoe, yy Den- 
mark TEM 1828 


owNEns of newspa’ who feel they 
are in danger of closing down — 
to newsprint price increase are -% 


pany Contee) 
Strect, 
FaGTOUNION LTD.. hotographic 
services and facilities. Studlo —— 12 
o Square, W.1. GERracd 7 


ACCOMMODATION 


ROOM TO a Approximate floor 
— 110 sa ft. Further details, apply 
is) 


SMALL FUENI SH 


ED Wz 
£2 per week, including light, t and 
extension telephone. TEM 7411 


MISCELLANEOUS 


Where are 

your best markets 

and customers ? 
How can you pen 


exploit them? 
Services cover 
and 


them, you find 

answers the new County-by- 
County Marketing Survey of the 
United Kingdom, which enables 
you to expand your markets, sell 
more goods, find new salcs outlets, 
cut your marketing costs, 

Send p.c. (no ipuicw for 
deuxigtiee Leaflet MS: 


BUSINESS PUBLICATIONS LTD 
180 FLEET STREET, LONDON, E.C.4 


RIVER EALM HOTEL 
Ferrers, S. Devon. (Tel.: 257) sheltered 
and i. Position directly overlooking 
harbour Devon's 


, il Fishing, Boating, 
Riding. Fully licensed Excellent chef. 
ARTIST will pay for advice ( 
etc.) by men's 
Box 1687 Ad. Weekly 180 Fleet St BC4 


SALES AND WANTS 


PAPER FROM STOCK 
(Subject to being unsold) 
White Bank S/O L/P 11 Ibs., 
Cream Wove L/P 18 Ibs., Dup- 

licating paper, envelopes, etc. 


4.N.P. (London) LTD. 
2 Middle St., E.C.1. Met 8322; Mon 2402 


WANTED. Ply cover boards off bundies 
of Ply. In eny condition, size or quan- 
= .4 prices paid. Will collect 
London area. Phone: 

ARC STiway 3 3907 

COMMERCIAL ARTISTS need “Techni- 
que of Advertising Layout.” Hundreds 
of Dlustrations. 185 pp. Cloth. lo 

_ Partridge Publications. 

PAPER available cx London stock in- 
cluding art, imitation, chromo, boards, 
S/Cal in standard sizes Princi 
only. boty detailed requirements. 
Box 9410 Ad. Weekly 180 Fleet St BC4 


PRINTERS 


COLOUR PHOTO-LITHOGRAPHY. 
Best quality work up to Double Demy. 
Brochures, ds 
West Yorkshire Printing Co. Lid., 
George Street, Wakefield. 


See April 19 issue of Advertiser's 
Weekly, pages 138 and 139 for 
the Advertising Services & 
Supplies Section. May 17 will 
be the next issue containing 
these services. 


to CHA 8844 (Ex 23) 
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. from blueprints under qualified techni- 
4 cal supervision. E. H. Hall & Partners, 
; 58 Croydon Road, Beckenham, Kent. 
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3 
. well established trade journal requires 
; £2.000 additional working capital. 
Directorship available. Write 
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journey into the paper on which the 


ADVERTISER’S WEEKLY 


Tuurspay, May 3, 1951 


S. a copy 
52/6 a year 
Post free 


55/- (overseas) 


Lone BEFORE THE PRESS PHOTO- 
GRAPHER got his picture Barney's 
bucksaw has started the wood on its 


picture is printed. For Barney 
Halloran* is a Newfoundland logger, 
on the pay roll of the largest paper 
mill in the world — Bowater’s at Corner 
Brook. His job is to fell and cut the 
trees into four foot logs, using the length 
of his bucksaw as a measure. They are 
then ready for the journey to Corner 
Brook by sleigh, truck, train, ship or 
most usual of all, floating down by river, 
there to be pulped and processed into news- 
print. Halloran stands five foot eleven in his 


socks, and weighs 200 pounds, according to 
the records of the Medical Officer who runs 
the foot rule over every logger at the start of 
the season. According to the camp cook, his 
appetite is built in proportion! “He'd eat a 
cow between two biscuits.”” But Barney just 
smiles tolerantly, knowing that a logger 
without an appetite is as useless as an axe 
without a handle. 


The whole wealth of Bowater craftsmanship, experience and research in the 
art of making paper—the ‘know-how’ in short—is freely at your service 


THE BOWATER PAPER CORPORATION LIMITED 


GREAT BRITAIN CANADA AUSTRALIA 


SOUTH AFRICA . U.S.A 


NORWAY SWEDEN 


* Fictitious name for a real character 


STOP PRESS 


MORE SELLING 
PRICE RISES 


Temple Press Ltd. announce 
rice of “Motor Boat and 
achting” will increase from 2s. 
to 2s. 6d. May, “Plastics” from 
ey ng el includ 
er price c es include 
“Daily Worker” up to 24,; 
ee to Is. June; “Box- 
ing” 6d., ws 4 “Confectionery 
News” 8d., i 1l; “Women's 
Wear News” 


PAPER Costs 


In period April to Septembe- 
1950 Stationery Office used 
22,769 tons of paper costing 
£1,747,505. For corresponding 

riod this year they need 

2.750 tons—estimated cost. 
£3,445,000. This was stated by 
Douglas Jay, Financial Secre- 
tary to the Treasury. 


‘PICTURE POST’ 
EDITOR GOES 


Hulton Press state: “Follow- 
ing decision of directors of 
Hulton Press to appoint a man- 
aging editor for ‘Picture Post’ 
Ted Castle, editor, has _ relin- 
guished his position.” They re- 
fused to comment on report that 
Frank Dowling, formerly with 
Garlands, an ex-editor of “Lilli- 
put” had been appointed. 


N.A.B.S. ELECTIONS 
IN MANCHESTER 


Walter J. Harrop. elected 
president of Manchester branch 
of National Advertising Benev- 
olent a o. We cMillan 
and T. G. N. Pearce elected 
vice-presidents. P. H, Winter 
and Arnold Ellis re-elected 
chairman, hon. secretary respec- 
tively. Chairman of Manchester 
Publicity Association to be co- 
opted to Committee. 


CAMPAIGN NEWS 


For Watneys Red Barrel Pale 
Ale, linking with Festival in 
nationals, provincials, trade 
Press—for Wonder Baking Co., 
Ltd., also tying with Festival in 
Greater London and Southern 
Counties press during May and 
Jene—Agents Alfred Pemberton 


- 


Scores of registration forms 
from British delegates have 
already been received for Inter- 
national Advertising Confer- 
ence. 


Published b: e Proprietors, BUSINESS PUBLICATIONS, Ltd., at their office at 180, Fleet Street, London, E.C.4. (Phone : Chancery 8844.) 
‘ . May 3, 1951. Printed in England by Staples Printers Limited at their Great Titchfield Street, London, establishment. 
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